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Prospects for Fall Promotions 


OR the balance of this year the 
industry has before it a program 
for the promotion industry wide 
of most of our major appliances. 
These include the Alice in Electric 
Wonderland range program starting 
in September; a new Donald Duck 
water heater program beginning 
August; continuing roaster and re- 
frigeration promotion; and the dra- 
matic Washer Week, October 19-26. 
There is not much danger of the 
various campaigns getting in each 
other’s way. There is plenty of or- 
ganization to take care of all of them. 
3ut the question in the minds of many 
electrical people is whether general 
business, income and payrolls are 
to continue high enough to 
provide a return on these activities. 
At least that is the question we are 
continually asked. “Shall we get be- 
hind these things with a lot of steam? 
Will it pay us if we do?” That’s 
about the way it is put up to us. 
The answer seems definitely to be 
that we are in the midst of a period 
of expanding purchasing power. That 
capital industries 
great guns, employment and payrolls 
are on the and the Business 
Week Index of Business Activity, at 
128.3 is at its highest level since 1929. 
These being the facts, any electrical 
retailer, wholesaler and manufacturer 
that doesn’t promote, advertise and 
sell his head off in the next six months 


going 


goods are going 


rise, 


For a comparison let’s take 1937, 
highest year since the 1929 crash. 
Well, buying power in this country 
is higher today than it was in 1937: 


1. In the first 6 months of 1937 
cost of living was 88 according to 
the National Industrial Confer- 
ence Board’s Index; in the first 
6 months of 1940 cost of living 
averaged 85.8. That is a decline 
of 2.5 percent. 

2. In terms of the purchasing 
value of a dollar, that would 
mean an increase from 113.6 in 
the first 6 months of 1937 to 116.6 
in the first half of 1940. Thus, 
in terms of expenditures on liv- 
ing, the dollar can buy 2.64 per- 
cent more today than three years 
ago. 
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3. It is worth noting that during 
the first 6 months of 1940, income 
paid out, amounting to $35,338,- 
000,000 was only 94/100 of 1 
percent less than $35,681,000,000 
in the first 6 months of 1937. 


4. But since the increase in the 
purchasing power of the dollar 
was much greater than the very 
small drop in total income pay- 
ments, the net result is a greater 
all-around purchasing power. In- 
deed, to state it in concrete 
figures, total purchasing power in 
the first 6 months of 1940 was 
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What’s happening is that actual 
dollar income is increasing and that 
means that the funds available for 
the purchase of such durable goods 
as automobiles, electric refrigerators, 
washing machines and house furnish- 
ings, will be increasing; for it in- 
evitably follows that when there is 
an expansion in income, there is an 
even more rapid expansion in so- 
called optional income or money avail- 
able for the purchase of so-called semi- 
luxury goods. Indeed, it is already 
in evidence in the rapid increase in 
automobile sales during July at a time 
when one would have expected sales 
to be declining. 

We know what the sales increases 
are in the appliance business. There 
also is a boom in other home furnish- 
sales. On the contrary, there is no 
corresponding increase in the sales of 
such items as cotton textiles, shoes, 
and apparel in general. People have 
apparently stocked up on clothing— 
the so-called necessities—and are 
using their funds to buy the family 
what it has long wanted in the way 
of a new car and and better 
household furnishing and equipment. 

That is where we come in. Families 
now have or are getting the money to 
buy the new kitchen equipment they 
need: refrigerator, range, water heater, 
sink; new laundry appliances to re- 
place the old washer, and hand iron; 
better lighting; a vacuum cleaner. 

Prospects and good ones are there- 


more 


fore on the increase. The alert re- 
tailer and the active salesman will 
certainly be cashing in. 
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1 Natural 
shaving angle 
position shaves 


closer, faster. 


T wo-in-one 
shearing 

head fits 
every face— 

gets every tu hiske r. 





The Sensational KNAPP/<2”SIl WER | ) 
is included in the New “HEMEL Selling Pla 


es 
SELLS THE TOUGH 
CUSTOMERS — AND 
KEEPS THEM SOLD 


45 HRM PERFECT 
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Appliance dealers are a logical outlet fo 
electric shavers. KeM- will show you - ( 
to sell them—and how to use them ' 
help sell your major lines. The commi#) 
sion on a Knapp Shaver will buy gas ao ; 
lunches while a salesman is waiting {of 


that “big deal” to make up her mind. 


ELECTRICAL SERVANT 


LEC) 





i Last January These Three Pages — 
: Announced the Courageous 1940 
Kelvinator Program_the Most 
important and Most Daring Move 
~ Ever Undertaken in the Industry 


Tilo date Kelvinator Sales are 
dh times last year’s _ making 1940 
x by far the greatest year in 


Pla 
tlet 
uh 


“yall 26 years of Kelvinator history 
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Sales Progress o/| 


NATIONAL AVERAGE IN SALES PER 1,000 CUSTOM® \,p 













































The first bar line shown on each state is the 

national average of electric ranges sales per 
1,000 customers for first six months 1940. It is 
determined by dividing the six months’ soles 
total, 226,976 ranges, into the national total of 
wired homes and farms, 24,599,284 — obtaining 
an average of 9.23 ranges per 1,000 wired homes 
or domestic customers. 














om Second bar line is the total state soles per 

1,000 customers for six months 1940, obtained 
6 Months 6 Months 6 Months by dividing unit sales (shown in table at right) 
Sales 1940 1940 1939 by wired homes in state. 


Third bar line is state sales per 1,000 custom- 
ers for six months 1939, obtained by dividing 
unit sales (also shown in table at right) by 
wired homes in state in 1939. 


National State State 
Average Sales Sales 


Per 1000 Wired Homes 
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sMlectric Ranges 


OMI MPARED WITH LOCAL SALES BY 


STATES 


SIX MONTHS 


1940-1939 





9.23 


wis. 
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14.17 
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23 
1.50 
|} 2.26 


9.25 


NEMA figures only. Total industry would be approximately 10%, higher. 
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Six Months’ Electric Range Sales, by States 


(Units) 
Jon June 
1940 


1,782 
1,666 
830 
4,740 
578 
3,128 
12,724 


9,712 
3,272 
15,356 
28,340 


20,059 
10,911 
14,076 
17,286 

8,533 


70,865 


7,853 
4,154 
6,369 
1,234 
1,371 
1,501 
2,563 
25,045 


313 
3,185 


4,305 
1,825 


(Unots! 
Jon -June 
1939 
1,951 
1,191 
956 
3,468 
590 
2,171 
10,327 


7,450 

2,631 
12,211 
22,292 


12,159 
7,900 
10,189 
13,946 
7,574 
51,768 


6,616 
3,997 
5,397 
1,262 
1,479 
1,110 
1,961 
21,822 


189 
2,396 


3,302 
1,339 


Chonge 


8.66 


+ 39.88 


13.18 


+ 36.68 


2.00 


+ 44.08 
+ 23.21 


~ 30.04 
+ 24.36 


25.76 


+ 27.13 


+ 64.50 
+ 38.11 
+ 38.15 
+ 23.94 
+ 12.66 
+ 36.89 


+ 18.70 


3.93 


+ 18.01 


2.22 
7.30 
35.23 


+ 30.70 
+ 14.77 


+ 65.61 


+ 32.93 


+ 30.38 
+ 36.30 


I aa eI Be 


"2 


c 
c 


=? 


South Atlantic 


Ky 
Tenn. 
Alo 
Miss 


East So. Central 


Ark 
le 
Okla 
Tex 


West So. Central 


Mont 
Ido 
Wyo 
Colo 
NLM 
Ariz 
Utoh 
Nev 


Mountain 


Wash 
Ore 
Cal 


Pacific 


Total U.S 


6,487 
3,354 
6,072 
7,527 
33,068 


1,610 
9,308 
3,958 
1,180 

16,056 


628 
374 
600 
3,468 
5,070 


2,28) 
2,645 
315 
1,347 
192 
485 
2,462 
645 
10,372 
9,614 
7,319 
8,503 
25,436 


226,976 








1,160 


878 
10,033 


464 
491 
343 
2,984 
4,282 


950 
1,620 
155 
1,126 
96 
413 
2,463 
399 


7,222 
6,531 
5,062 
6,725 
186,318 


169,685 


Chonge 
+ 12.30 
91.22 
82.73 
~ 35.84 
39.99 


3879 
73.14 
> $2.13 
34 40 
+ 60.03 


~ 35.34 
— 23.83 
74.93 
16.22 
18.40 


* 140.11 


63.27 
103.23 
+ 19.63 
100.00 

17.43 

61.65 

43.62 

47.21 
+ 44.59 

26.44 

38.86 


33.76 
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Klectri 


1C DTO! 





the old headquarters of H. E. Saviers & Son at Reno. 
With the business growing so fast there was no longer ade 
they moved into their new 
ng shown at the right ina night view 








present head of the 


means of a series 


plete 


building, 


heaters 





motion 





space for an informal meeting room, 
and 
demonstra- 


th chairs, movable platform 


trical connections for 


‘onditioning plant is auto- 


itically controlled, switching from 





‘ooling to furnace or back again 
thout supervision on the basis of 
1e outdoor temperature, the only one 
its kind in the West. Each of the 


in the building has its 
wn thermostatic control, handled by 
of automatic damp 
other com- 
systems in the 


aiso two 


air conditioning 
somewhat smaller and simp 
er than the main installation, one 


urnishing air to the Saviers paint 
re and the other furnishing steam 
or the winter conditioning of the 
building, as well 
building, and 
team for the various steam forced air 

located in the stock 
warehouse and basement. The entire 
lesigned by the air condi- 
Saviers 


hird zone” of the 


hot water for the 
rooms, 


layout was « 


ioning experts of own air 


ynditioning department. 


Stairs also lead to the mezzanine 
floor, where a “Little Theater” is 
located. This seats two hundred 


‘ople and is fitted for the display of 
pictures. Here the firm 

‘ts to hold its own cooking schools 

wr the public from time to time. Here 

so will be held gathering of dealers 

with 


eX- 


ynnection 


10 meet in c 
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hin a 1 
$ were 
the nu: 
juate. 

ae 
beech Ir 
lay ever 
luled 1 
. . ‘ /— ‘ for ; 
event of the schedule of the wh 
, ' twc 
lepartment. On the mezzanine 
: ; been 

ire the display rooms and ofh , 

; UWI: 18s ; ; nter . wa 

the wholesale and commercial d ' 
in 30 


ments, 1 
been e 
t pourin: 


[any of 


Forming an “L” with the 
and leading off t 
ind service departments 
which a" Bond nig! 
space for handling a v war 

1f business in an efficient mann 
in elevator from the stoqi.., 


1 
show room 
parts hei 

p their ° 
shipping lepartment, 


plenty ot 


possesses 
Pp Cs 


' y prin 
rooms in the basement, and larg¢ fs a 
, . , we 
ing doors to the truck loading = 
forms. This is approached frog 
rear street and the trucks have ‘Ho, ope 
own parking and handling spac¢ From 7 


distinct from the front of the bu 
so that customers with their owt 
will not be in any way in 

A parking lot for cust 
is provided, adjacent to the bu 
on the south and has its own ent! 
to the building through a wide 
way. 

The second floor of the build 
quite distinct from the 
entered through its 
stairway and elevator. 
sixteen offices, 
the Nevada 
The central 
which is an 


ienced. 














store, 










own ent! 
Upstairs 
among them thai 
Credit Rating Bu 
tower of the build 
attractive architec 
feature, with its glass brick W 
offers well lighted offices and cof 
ing rooms for a physician. ‘T 
tractions of the new building 
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H. E. Saviers and Son of Reno, 
Nev., Show What Can Be Done 
to Streamline an Electric Store. 


fest that thirteen out of the six- 
offices were occupied at the time 
e formal opening. 
rticular emphasis is laid on the 
ce and parts department. Space 
ovided for the storing of 145,000 
, according to Joe Bass, manager 
is division. All types of servic- 
will be handled, with a staff of 
een men. 
e grand opening of the store for 
public took place on a Friday 
t and all day Saturday, with Sun- 
devoted to events for the dealers 
ed by the wholesale department. 
largest store opening in Reno up 
hat time had drawn about 2,500 
ble and as a consequence, 5,000 
pts were printed for door prize 
ings at the Saviers opening. 
hin a minute or two after the 
$ were open, it became apparent 
the number was going to be in- 
huate. The event was started by 
from the mayor of Reno on 
evening. hour before the 
luled time, a crowd filled the 
ets for a oe in every direction. 
hin two minutes after the doors 
been lana 200-seat 
was crowded to capacity; 
in 30 minutes the ticket supply 
been exhausted—and the crowds 
t pouring in all evening long 
[any of the “carriage trade” had 
their visit to the store to the 
md night, thinking to find less of 
gam, but there was almost as large 
mrowd the second day. Six thousand 
tily printed tickets for this second 
ning went in a short time. It was, 


without exaggeration, the biggest 
event of its kind in Reno’s history. 
The program was a 
affair. Motion pictures (a non-ad- 
ertising reel combine ith some 
7 
i 


continuous 


colored shorts of —, 
ment) were shown it hea- 
ter. Nearby were anes 4 roasting in 


“visible oven” electric ranges and 


following each performance _ these 

Grand door prize 
for the first evening was a Philco 
radio, for the second either a West- 
inghouse range or 


were giv en away. 


‘frigerator, at 
the choice of the recipient. 

Swing music was provided through 
out the evening by Paul Jones and his 
orchestra, who were stationed stra- 
tegically in the large corner window, 
the music being delivered to all parts 
of the building through a public ad- 
dress system. Displays had _ been 
specially shipped up to Reno from the 
Westinghouse exhibit at the San 
Francisco World’s Fair, which had 
not yet opened for the year. These 
included motion exhibits as well as 
cross section displays which showed 
the interior construction of familiar 
appliances. Special demonstrators 
were on hand to show how all major 
appliances perform and demonstration 
of small appliances were in progress 
throughout the two evenings, although 
for one short period the crowd was 
so dense that demonstrations had to 
be temporarily abandoned. 

On Sunday a dealer meeting was 
held in the store, with an excellent 
reception. A _ buffet luncheon was 

(Please turn to page 94) 


On opening day the crowd was so large it was difficult to demonstrate appliances. 
From 7,000 to 8,000 was the estimate for the first night and there were as many 
the next day. 
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Big display windows of the H. E. Saviers Company were kept draped until the 
celebration of the opening day. 


Part of the opening celebration was a dealers’ meeting which was held in one 
corner of the sales floor. 


PARTS & SERVICE DEPT 


This counter for the parts and service department of the Saviers doesn't look 
unlike a bar in a modern saloon. 


Two levels permit a mass display of refrigerators and other appliances which 
creates an impressive effect. 














Here are six case histories in 
hard selling. They are se- 
lected from the prize winning 
submitted in the 


Modern Kitchen Bureau con- 


letters 


test on "The Toughest Elec- 
tric Water Heater Sale | 
Ever Made." All are worth 
study by water heater and 
other salesmen as examples 
of head work, knowledge of 
the 

at it. 


product and keeping 











APPEALING TO LOGIC 
AND EFFICIENCY 


By Robert B. McFarland 


lA/ Cc 

gton Water Power C 
‘ ' 

eur d'Alene, Idaho 


yughest Electric water heater 


M Y te 
sale 


was to a married woman 
who was definitely the head of the 
house. Be 1use she had Cc mntrol of al 


l 
purchasing power of the family, | 
I 





thought it it would be a cinch. 
wouldn’t have to sell the old man; So 
L drove out one afternoon with con 
tract book in hand and pencil well 
sharpened (sood atternoon Mr 
[ said, and went on with the 
1a iphaz 1 line I cnatte But 
i e, Id t k | ‘ \ 
(ys lay 
| t ypped me—bu 1 
lute | emie nibe re 1 t ny 
yLIN ) ed in ale 
v »O thats tne way you 
out iought | Well try to 
< iwa lis , And I launched 
to tl t ve yn \ | 
talked until I was blu 1 the tact 
| went o higher mathemati I 
vorked t a budge [ did all but 
irottle he But, no the eco \ 
ea 





‘Lackling LAN 


Experience In Water Heater Selling By Six Prize Winners 


I went out of that lady’s house 
twice weekly, for a month and a half, 
and gave her each of the other mo- 
tives with both barrels—suitability, 
results, ease of operation, and pride in 
ownership. I gave them to her sitting 
down and standing up. 
to her one 


I gave them 
at a time and all at once. 
But she didn’t blink an eye. 

I was a raving maniac. I had my 
fingers chewed to the knuckles and my 


teeth gritted to powder. Once more— 


just once more—I resolved. Now, 
what was it that was outstanding 
about that woman? What could I 


appeal to—besides the five tried and 


true motives ? 
Suddenly it dawned. Above all, that 
woman was logical and efficient 


Why 


not appeal to those two factors of her 


make-up? I sat down, organized an 


entirely new presentation, and went 
to see her immediately. 

Mrs said I, why don’t you 
turn off your electric lights when you 
build a fire in the fire place? The 


fre would provide light enough for 
You don’t because you want 
ing to be efficient and ade- 
quate, 

Why do you keep paying for water 
when you could get a sufficiency fro: 
rain under your roof? 
Why don’t you turn your refrigerator 


ff during the 


1 
those 


barrels 


winter months when 
put- 


you can keep your foods cold by 1 
You don’t do 


ting them in the snow? 





Do you turn your lights off when you build a fire? 
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these things because you want those 
three services brought about efficiently 
and effectively. 

Now, Mrs. 
name do you still 
your furnace coils 





, why in heaven’s 
heat water with 
when you can do 
the job separately and much more 
efficiently, with no extra cost in your 
with an 


case, electric 


water heater. 





SHI 


Ls 


FAK 


sevel 


Certainly hot water is as iny 
as refrigeration, lights or ru 
water in the home. Mut in elec 

Ten minutes after I had eq Several 
the house, I had the contract sigf sell th 
and I had nearly given it up ater heat 







possible. I’ve used the same @ One da 
many times since, with satisiafilas callin; 
success. I think it’ll work else 


sked him 
ide as I 
bn one of 
vad been 


When \ 
Airs., anc 
: eighbors 

, work o 
} 

a 
ai 








id him | 
vuld tal 
mily an 
\s we 
Wvife and 
f her cl 
news tha 
new 
ater he 
m& Well, 
\ | said, 
lectric 
eater” ; 
lecided 
\s. we 
The gas heater «: laid‘ you 
over the floo t aa 
it gol 
SAVING A LAWSUIT greed | 
The n 
By Oscar W. Amador lace an 
El Paso Electric Co., inge a 
EI Paso, Texa \s I 
anyo 
| MADE a sale while trying to avert ing. I showed him the flue markfR”™ Bo 
a lawsuit! the wall and the drip marks I hy ne 
I had sold an electric water heater floor. I told him how the e _ 
to a tenant in a rent house and when heater eliminated that. I tool He } 
he moved out and took the heater with drain plug out of the old heater ome % 
him he failed to have the old fuel showed him the scale and expliiggS'Ve 1 
heater reconnected. The owner of why the flame type heater cost take th 
the house was a retired railroad man to operate as it got older, that We 
who decided to occupy the place him- electric heater had the units imme V"C" ¢ 
self. When he saw the old heater in the water, and any scale form She sz 


laying in the basement, he literally 
“saw red”. He called everyone and 
everything in the El Paso Electric 
Company frequently and profanely. 
Our Merchandise Manager sent me 
out to appease the customer and to 
promise to have the old heater recon- 
nected at once. 

After letting him blow off steam for 
several trying minutes which seemed 
like hours, the customer finally cooled 
off enough to hear why the ex-tenant 
had selected electricity for water heat- 
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the tank helped to insulate the ta \ on't 
that if anything, the older the elegy UY™S 
heater, the more economically it gj “@'*T 
ated. 50 ] 
[ explained the difference in sg tts | 
—that the electric heater could nog Y0U OF 
blown out by a sudden gust of mj! >! ‘ 
or a drop in fuel pressure. ior I 


When I got through he said i like th 


give him something for the old h it w 
he'd buy an electric water heater hill 
as long as I'd saved a lawsuit, | ag ¥4 ley, 
an electric range to the heater omg tie ot 
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it FARMER prospect, along with 
or several of his neighbors, recently 
ut in electric service. 
lad ¢ Several times I had tried very hard 
ct sit sell them an electric range and 
up iter heater with no results. 
san One day the commercial manager 
satisiamvas calling in our district office and I 
elsewfi/sked him if he would like to take a 


ide as I wanted to make a sales call 
n one of our rural customers that I 
sell. 


arrived we found that the 


1 been trying to 

When we 
Ars., and the son, were over to the 
p ghbors picking cherries so we went 
to work on the farmer and thought we 
} He said he 
‘ ver with the rest of the 
and let us know. 


| him pretty well sold. 
uld talk it 
family 
\s we started to leave, up drove the 
fe and son and, after eating a few 
»i her cherries, we told her the good 
news that hubby was going to buy her 
| new electric and electric 





range 
lawvater heater. 

i Well, she almost upset the cherries 
- 1 . ss . 

i said, “Dad we are not buying any 





tric range and electric water 
iter” and, aiter a long sales talk we 
ecided she meant just what she said. 
\s. we were driving back the boss 
nate 1 you will never sell that one for 
7 oe t woman is the boss and they are 
going to be sold and I about 
greed with him. 
The next week I drove out near his 
lace and sold his neighbor an electric 
nge and water heater. 
\s I was leaving I asked if he knew 
inyone that I might talk to about 
“ electric range and water heater 
rw nd he told me to go see this farmer 
he ekqg! had been trying. to sell. 
to He had a nice stray dog that had 
heater ie to his place and he wanted to 
expligg Sive it to me and I said sure I would 
cost take the dog 
. th We had just finished the chores 
in when the Mrs., and the son, drove in. 
formes She said, “So you are back again. 
he tanf® Von’t do you any good for we are not 
he ele Duying any electric range or electric 
ly it vater heater.” 
. So I came back at her with, “Oh, 
> in sm that’s alright. I did not want to sell 
wuld no 1 One anyway but you don’t care if 


porch awhile and 


st of sit on I rest 
tor [ am awfully tired and I surely 


your 


ough Ones 


SHE BURNED A PIE AND SIGNED THE ORDER 


By Ralph Hartsock 


The Ohio Power Co., 
Mt. Vernon, Ohio 


The Mrs. went in to wash the sup- 
per dishes, while the farmer, son, and 
I sat on the porch and talked. 

Well, I got rested pretty quick and 


started to talk electric range and 
water heater. 
I had the two men pretty well 


steamed up when out came the Mrs. 
She must have been listening to our 
conversation said, “Pa, you 
are not going to buy any of those 
things, are you?” 

He said, “no” and she went back to 
the kitchen, but in a few minutes out 
she came with a dish in one hand and 
a towel in the other. (I thought she 
was going to let us have it) (the dish 
I mean). 

She was back and forth four or five 
times and finally got them done and 
came out to sit on the porch. Then, | 
really went to work on them with all 
the power I had. 

But they finally wore me out and 
about 10 o’clock I gave up and started 
for home licked again. 

I even forgot the and 
chickens I’d bought. Next morning | 
woke up and the first thing I thought 
of was those chickens. 


for she 


dog some 


My wife said, “What are you going 
to do now?” 

I told her I 
country 
the ride 

When 
yard he was 
breakfast picking his 
looked amazed and 
you doing back here?” 

I said, “I forgot those young 
last night and when I told my wife 
about them she sent back after 
them and came right along to see that 
| got them.” 

We sacked up the chickens and I 
said, “I guess I'll take the dog along, 
Just then the farmer’s wife 
came out an said, “Pa, don’t give the 
dog away. He must belong to some 
kid and he will be around hunting for 
him,” so we took the dog out of the 
sack and turned him loose. 

I told the farmer I wanted to see 
how far we would have to run that 
service and piping for that range and 
water heater if he decided to buy it 
and I started for the house and he 


had to go down in the 
about 25 miles and thought 
would do her good. 

the farmer's 
yning out from 
teeth and he 
“What 


drove in 
just c 


we 


said, are 
fries 


me 


” 
too. 


We went in and looked around and 
I said, “This won’t cost very much.” 
“T’ll tell you what I would like to 
The electrician and plumber are 











said » the view vou have here.” followed me. 
old | [t was pretty swell, the house up on 

1eate! hill looking across the river and 

it, | valley, seeing the hills and trees on 

iter he other sick do. 
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This won't 


coming over to hook up your neigh- 
bors today. Let him come over and 
give an estimate on what it will cost 


to hook up that range and water 
heater. It won’t cost you anything to 
find out, then we will know if you 


should decide to buy.” 

So he agreed and [ started for the 
neighbors. and, 
ds we drove up, there was the elec- 
trician and plumber and our meter- 
man coming to make a location. 

I told them I wanted an estimate on 
another job and to follow me and 
when we got back the farmer was still 
at the house. 

Ma said, “Pa, get the 
here is that man again.” 

As we went in the house the farm- 
out to the car and 
asked my wife what she know about 
electric ranges and water heaters. 

Then rushed into her summer 
kitchen and started baking a pie. 

Well, the men figured out the cost 
of installation and it was about $8.00 
less than I told him it might be. 

He said it seemed pretty high but 


It was only a mile 


shot gun, 


er’s wife went 


sne 


appen any more. 





I could see he was pleased and I said, 
“You better do it this man 
changes his mind,” and he said, “I 
believe I will do it.” 

I surely got out the old order pad 
in double quick order and was trying 
to get the farmers name on it before 
the Mrs. got back in. 

He had just signed the order for 
the range and water heater when in 
she came with a burned pie in her 


before 


hands. She had made too many trips 
to the car to talk to my wife about 
ranges and water heaters and for- 


gotten the pie. 

I said, “That won’t happen anymore 
when you get this new electric range 
and water heater installed.” 

She said, “Pa, you will have them 
to pay for, I won't.” 

I asked her to please put her name 
under his and she said, “What for?” 

I said, “Oh, if he should 
would just look to you 
money.” 


die 
for 


we 
the 


I handed her my pencil and what do 
you think? She signed the orders for 
both water heater and range. 


A HIGH BILL COMPLAINT STARTED A SALE 
By D. L. Danielson 





Sell the water heater or else. 


Southern C nia Edison Co., 
Sant bara, Collif. 





LETTER complaining of high 
bills gave the lead to either sell 
our customer on using an electric 
water heater or 
ready enjoyed. 

In the territory which I work we 
have very little competition from coal, 
wood, or tank gas. Our main compe- 
tition is natural fuel, of which there is 
a plentiful supply, and comparatively 
speaking, low in cost. 

Upon arriving at this customer’s 
office, he asked if we had decided to 
give him a lower rate on his present 
appliances. I told him this was im- 
possible unless he installed electric 
water heaters, which then, with the 
electric range he already was using, 
would entitle him to a lower rate. H« 


lose revenue we al- 


(Please turn S4) 


to page 
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Roy E. Holden, in charge of merchandis- 

ng for the Cumberland County Power 

& Light Company, Portland, Maine, sees 

the electric range following the foot- 
steps of the refrigerator. 


—"s 
ne ge ee oe ey 


~ 


you in their twangy drawl and wit 
twinkle in the eye, 


things differently. 


(lecVux ily eye ved 


AINE and Vermont enjoyed ings they wrest from their land, their 





ely distinction of go fisheries, their lumber and their mills 
ng Republican in the 1936 are scarcely conducive to a softening 

political campaign and even when it of the economic fibre 

comes to electric range merchandis- But while they will haggle a price 


rugged New Englanders feel and hunt a bargain with an inspired 
d n lo thir a little differ | 
ntly. And that goes for New Hamp- 


+ Poot +} } 1] 
ire, too. But, then, they will te 


ll, nen, they Will 


ruthlessness, they will have no traffic 


with shoddy goods. These things be- 
tell yme evident when one talks to dis- 


la tributors, 


dealers and power compa- 
they have to do nies in the 
Nature 1 


with a stern contour an 


electrical merchandising 


lo get some notion as to how things 
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POWER & LIGHT 








Sete 


The Congress Street store of the Cumberland County P. & L. at Portland, Me., has brilliantly lit windows. 
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tick among these hills and_ shore 
which have been taken over by vac: 
tioners in traditional style we visite 
three of the important units of the 
New England Public Service Con 
pany which serves a quarter of 
million domestic customers and dos 
an annual merchandising volume 
$2,500,000. Principal companies ar 
Cumberland County Power Company 
with headquarters at Portland, Maine 
Central Maine Power Company a! 
Augusta, Public Service Company oi! 
New Hampshire which spreads its 
network from the southern part of the 
state in Manchester, Twin State Gas 
& Electric at Keene and Central Ver- 
mont Public Service Company oper- 
ating from Rutland, Vermont. 

We wanted to find out, among other 
things, whether the Yankees wert 
becoming electric range and electri 
water heater conscious—on the theory 
that if you can sell electric cookery 
to a rock-ribbed native who has al- 
ways looked on his wood shed as the 
source of all fuel, then selling th 
electric idea to more effete sections 
of the country should be a pushover 

Well, and they are pretty tough, at 
that. Here you have power companies 
running advertising campaigns, main- 
taining staffs of home service girls 
subsidizing range installations, wrest- 
ling with disheartening groups o 
minimum bill customers who blithely 
struggle along with only the out 
ward evidence of electrical servic« 
forced to unusual peak loads in thi 
summertime when the vacationing 
hordes swarm into summer camps and 
hotels only to revert to staggering 
drops at Labor Day—and still your 
New Englander rocks on his porch 
and decides there’s no sense rushing 
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A quick look at the electric range 


business in some properties of the New 


England Public Service at Maine and New 


Hampshire, where 225,000 domestic cus- 


tomers begin to take up electric cooking 


By Laurence Wray 


nto things just because look 
pretty good. 

Not that ranges and water heaters 
iren’t sold, mind you. In Portland, 


they'll account for pretty nearly 1,000 


they 


ranges before the year is out with 
sales running about neck and neck 


with last year. In Augusta, the power 
company have accounted for 450 so 
far this year (six months) and dealers 
have accounted for 177. This com- 
pares with a total of 551 ranges sold 
in the same period last year. At the 
Public Service Company of New 
Hampshire, the record stood at 532 
ranges for the first six months of this 
year, about 200 of these units being 
dealer So ranges are being 
sold. But this business does not be- 
gin to compare with refrigeration 
sales. At Manchester, for instance, 
they have sold 2,200 refrigerators in 
six months while they were selling 530 
ranges. At Portland, refrigerator 
sales are a good jump ahead of last 
year while range sales are just holding 
their own. In addition, ranges have 
a low saturation (even below the na- 
tional average of 16 per cent) while 
refrigerators are right up there around 
the 55 per cent mark. 

Sut these figures don’t show any 
band-wagon trend towards electric 
cookery. And there is where we begin 
to look at some of the peculiarities of 
the natives and the locale. 

Competitive fuels provide a partial 
answer. In the larger centers, such as 
Portland, Augusta, Concord, Keene, 
Manchester and Nashua, to name only 


sales. 


few, the gas business is pretty well 
trenched and the same competitive 
situation exists there as in many other 
similar cities throughout the country. 
In the rural and less thickly settled 
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areas there are three potent competi- 
tors—oil, wood and _ bottled gas For 
most of the people wood is the great 
staple, it is handy, it is cheap and 
being situated in the center of a great 
lumber industry, it is plentiful. Those 
people are not switch to 
electricity because we turn out nice 
shiny white ranges with thermostatic 
controls. In the newer houses, just 
beyond the gas mains—and in many 
more rural sections, too—bottled gas 
is proving an alert, opportunist com- 
petition. These companies are virtu- 
ally willing to give a gas range away 
in order to get the bottle gas business 
on a repeat basis. Oil, of course, has 
its staunch adherents among folk that 
don’t mind the fuss and bother of the 
oil stove. 
(Please turn to page 90) 
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The Thrift Shop is 
Power idea for obsolete and shopworn 
appliances. 


a Central Maine 


1940 








Harold Bull, in charge of the display floor at Public Service of New Hampshire, 
shows off the latest design in small appliance displays, It's all done with mirrors. 





A refrigerator selling scene at the main office of the Public Service Company 
of New Hampshire at Manchester, N. H. Private brand box in foreground. 


a 


The Rockland store of the Central Maine Power Company was burned down and 
is now being rebuilt but is outstanding example of Maine merchandising. 





This is one of the various complete electric kitchen displays of the Central Maine 
Power Company whose headquarters are at Augusta. 
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Garden 


store in Clairton, Pa. At right is a view 


Mrs. Irma runs an appliance 


of the store with her daughter answering 


the phone 
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MEAT .. 





A Subject for RANGI# 


James Garden, Butcher, and Mrs. Garden, Appliances, find the topic 
of eternal interest to the good women of Clairton, Pennsylvania 























vould have een nposs le to use 
vith an appliance demonstration alone 

Because this meat question is a na- 
tional one and not peculiar to Clair- 
ton, ELECTRICAL MERCHANDISING has 
checked up with the National Live- 
stock & Meat Board in Chicago and 
passes on to readers the common meat 
problems of average women. Older 


the 


a high 


women, a survey showed, have 
‘ook their meat at 

Out of a 
swered by something like 595 women, 
95 used a high temperature on their 
Fifty started at high tempera- 
and regulated. Some 45 
seared and reduced temperatures, they 
said. The balance cooked their meat 
t a low The 


f oven thermometers was surprising, 


te ndency to 


temperature. survey an- 


meats. 


ture women 


a temperature. fewness 


many of the older women depending 
ym instinct to tip them off to what is a 
juick or hot overt 


Now a smart salesman can quickly 


prove to a housewife that no matter 
how tough meat is it can be made 
tender if properly cooked. Further- 


more, an electric range permits one to 
hit the nail on the head with the right 
temperature to do the job. Following 
are recommendations on temperatures 
for some frequently used meats. 
There is little broiling done by most 
women, largely because they consider 
broiling under old-fashioned methods 
a messy operation. There is much 
turning to be done, the fat begins to 
pop, and they haven’t learned the fact 
that with an electric range, they can 
broil a steak and not the woman. 
Deep fat frying is almost unknown 
in most because 
feel that hot fat smokes up the room. 
It is hard to regulate the temperature 
with flame type cookery, and women 
generally believe that fat smokes. As 


homes housewives 


AUGUST, 


smoking fat is 
The way an el 
and 


a matter of fact, 
ways burning fat 
tric range 
job is a joy to behold. 

A common belief of housewives 
that pork is indigestible. Little 


avoids this does 


they realize that it is digested in abou 


the time as chicken and m 
quickly than turkey. 
will cure this belief. 


Women 


delicious meat, because they say 


same 


generally avoid lamb, 


tastes “woolly.” Others feel that t! 
get goat meat. A check up reveal 
that 80 per cent of the lamb sold 
this country is actually lamb, 10 

cent of the meat is yearling, and 
per cent is mutton. Only in Arkan 
did the survey discover any goat n 
sold at all. The truth is, that lamb 


delicious when hot and when cold, }ut 


at a middling temperature, the fat 
a habit of congealing in the mo 


Right cooker 
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By 


Tom Blackburn 


and it is not so good to the taste. 
Butchers perpetually have to fight 
ie demand of housewives to “trim 
ff that fat.” Little do they know that 

are taking away a lot of the 
the fat goes. Another 
superstition of that mar- 
bling in the is gristle. They 
sometimes avoid the choicest meats in 
the market because of this idea. 

All too many women, butchers find, 
buy chops and steak when they could 


‘ 


they 


flavor when 
women is 


meat 


much more economically buy roasts. 


“But we want something that can be 


prepared quickly,” housewives. 
the roast 
‘old in the refrigerator, and cut off 
me of it and warm it,” the 

will reply, “and it’s a 
deal cheaper for you than the 


say the 
‘It’s just as easy to have 
smart 
butcher great 
higher 
priced quick-frying chops and steak.” 

Many a bride 


ham but feels that a small family can- 


would like to buy a 


not ever eat it up. There is a lot of 

pioneering to do on the part of home 

economists and butchers in selling 
1] 


small families on the idea of picnic 


Mrs. Garden sells electric range pros- 
pects by showing them how to cook meat 
properly. Cooking schools are a regular 
feature of the Garden store, 


A popular superstition, declares 
Inez Wilson, home economist for the 
National Live Stock and Meat Board, 
is to the effect 
up the 
true. 


that slow cooking runs 
bill. The reverse is 
When meat is cooked slowly it 
actually takes less current, she says. 


. . 
electric 


that can be 
the man selling electric 


Two bit of advice 


passed on by 
ranges and roasters are as follows: 


1 
1. When meat is t 
vinegar first, cook very slowly. 


o tough—rub in 
The 





shoulders, cottage rolls and daisies as proper cooking time will tender up 
they are called anything. 

TEMPERATURE RECOMMENDATIONS 

Food Temperature Time 


Ribs of beef 


Rolled roast. . 


Less tender cuts of meat, Chuck, 
shoulder cuts, etc., 4—6 lb. 
6 to 10 Ib. roast 
Braised meat, tender. . 
less tender 
Ham, packer’s 


Ham, home cured........ 
Lamb, pork and veal 4-6 Ib. 

6-10 Ib. 
Turkey.. 


350 deg. Rare 24-26 min. Ib. 
Medium 28-32 min. lb. 
Well done 33-37 Ib. 
Add 10 to 15 per Ib. to 


above 


350 deg. 


325 deg. 
325 deg. 
375 deg. 
325 deg. 
325 deg. 8 


45 min. per Ib. 

40 min. per lb. 

30 min. per Ib. 

45 min. per lb. 

Follow brand instruc- 

tions 

30 min. per lb. 

35 min. per Ib. 

30 min. per Ib. 

20-22 min. per Ib. 


275 deg. 
325 deg. 
325 deg. 
325 deg. 
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? 


2. Meat lacks flavor—salt and pep- 
per, roll in flour and sear well. Cook 
slowly. Quick frying or cooking tends 
to dissipate flavor. 

“Our typical customer in Clairton 
with an 


is middle-aged, income of 


around $2500 a year,” says Mrs. 
Garden. “They have medium or small 
families, and 90 per cent buy on 
time.” 

The Garden Electric Shop likes 


cooking schools and is careful to 


demonstrate such things as potatoes, 
beans, rolls, pies and cakes to their 
customers, things that women actually 
eat in Puddings don't 
seem to interest Clairton women, Mrs. 
Garden says. 

“We found that 


offered quite an opportunity in which 


their homes. 


Sunday dinners 


to wrap the sale of an electric range 
or roaster,” said Mrs. Garden. “The 
fact that women can leave their homes 


and go to church seems to 


them. 


amaze 
This plus the summer coolness 
is a great argument. 

The cost of operation is an impor- 
tant subject to bring up with the pros- 
Mrs. Garden thinks. She al- 
ways inquires when the prospect asks 
the cost of operation, what is their 
electric bill. If they are in the 2¢ block 
she explains they can run for example, 
one hour for 2¢. This is rather con- 
vincing. Another thing she does is 
to sell appliances with the range and 
dishes with a roaster in a complete 
price. The 


pect, 


customer needs them to 
get results. 
Ninety per cent of the sales of the 


house are on time, and it has been dis- 





- 


—_ 


that Christmas is almost as 


good a season as 


covered 
summer, 

Last summer one of the most effec- 
tive means of getting sales for roast- 
a tailor’s club, 
the kind that you will remember used 
to sell suits. People were asked to 
contribute a dollar a week for 25 
weeks, with a drawing taking place 
every two weeks. Everybody got 
their roasters, but lucky ones got a 
then. Mrs. Garden 

10 per cent dropped out 
first weeks, and about 
come the period. 


least 50 to 


ers, Was a variation of 


chance before 
found that 
after the 
65 would 


two 
through 
It was necessary to have at 
pay out on the deal. 
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A Little Journey to the Home of 2a 


(SEORGE Hucues & 


He invented the first practical electric range in 





1910. His company and its predecessors who 
formed a merger in 1918, have made a great con- 
tribution to utility domestic load... . One of a 
series of visits to the homes of electrical men. 

















Out of a job in 1910, George Hughes spent the 

hot summer of 1910 over an egg candling plant 

on Superior Street, Chicago, putting together the 

first five electric ranges. Charley Michel and Jack 
Roche were his first customers. 





In the Hughes’ kitchen is an Empire model Hotpoint 
range (right) 






































Mrs. Hughes, who was a Chicago girl, is a musician In the basement his 23-year old grandson does a little Probably George Hughes reads more magazines than any 
and her talent was inherited by her daughter who photograph enlarging as we can see by the Praxidos other electric executive. His stand contains everything This 
s a concert pianist. enlarger and the array of chemicals. from Time to Readers Digest. 
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It's a far cry from his Riverside, Ill. home to the treeless prairies of North Dakota 
where he was born. Once, as a child he was bundled off to a fort, the settlers fearing 
an Indian war (left). 





The Hughes’ home has some fine paintings and statuary. Mr. Hughes remembers the 
time when as a boy he and his brother brought home Indian bows and arrows, and used 
the pictures in the house for targets. Both were paddled. 


Meet Pauline Carlson, who presides over the Hughes’ laundry. Everything is Hotpoint, What kind of an electric water heater does George Hughes have in his home? 
from washing machine down. It's a 140-gallon size and the place is heated by a General Electric oil burning furnace. 


This brass tea brewing Russian samovar in the Hughes’ dining room came from North Mr. Hughes says there is no family significance in the fireplace emblem. It was there 
Dakota with them, obtained from a Russian colony up there. when he bought the house. He likes the seat in front of the fireplace. 
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Greater Operating Range ¢ More Flexible Power Better Performance 


Power that fully satisfies every per- 


formance demand — thrifty with 


gasoline under all con- 
ditions—Briggs & Strat- 
ton Air-Cooled Gasoline 
Motors deliver more 
horsepower per dollar— 
more motor value — in 


each power range. 


STANDARD EQUIPMENT ON 
© Lawn Mowers ® Tractors, Cultiva- 
tors © Washing Machines, Milk Cool- 
ers © Sprayers, Dusters, Sorters, 
Conveyors ® Grinders, Mixers, 
Pulverizers, Graders © Pumps, Water 
Systems, Compressors ® Milking 
Machines, Separators, Chargers ® 
Contractor and Railroad Equipment 
© Family Boats, Tenders, Scooters 
and hundreds of other applications. 


y Ao 


GASOLINE 
MOTORS 


Machines and equipment powered by 
Briggs & Stratton do a better job — 


at lower cost — look to 
Briggs & Stratton 4-cycle 
Air-Cooled Gasoline Mo- 
tors for every application 
requiring 7/3 HP. to 6 HP. 


BRIGGS & STRATTON Corp. 
MILWAUKEE, WISCONSIN, U.S. A. 
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Bottle GAS... 


A Competitor to Rural Electricity 


Farm and Cabin Cooking and Heat- 
ing Load Threatened by This New Fuel 





| J ITHOUT challenge, the bot- 
tle gas salesman has been 
’ 4 permitted, in many locali- 
+s, to create the impression that cook- 
ng with electricity is very expensive 
nd cannot compete with bottle gas 
nnless the electric rate is l¢ per kwh 
This is especially the case in 
‘ountry and in small towns which 
without gas mains. 
are no facts to support 
uch an opinion,” says Arthur Hunt- 
ngton of the Iowa Electric Light & 
“T have just completed 


less. 
‘There 


? wer Co. 

® survey of 1,349 domestic customers 
$n six of our better towns. There 
i 176 electric ranges and 188 bottle 


is ranges in use there. A large ma- 





] rity of the purchasers of gas ranges 
preierred electrics, but said they chose 
pas on account of the expense! 
f\nalysis showed that 123 of them 


eee an electric rate which gave 
Rlectric cookers a marked advantage 
{ 
j 
! 
t 
1 


ver gas, while 45 others had a rate 
hich made electricity competitive. Li 
he remaining 20 used anywhere near 
he minimum lighting intensities, they 
© would have a competitive rate.” 

\ study was made of bottled gas by 
» Georgia Power Company when a 
ustomer bought a range and 
heaters and kept her electric 
inge for “standby.” Within three 
onths she was back using electricity 
x cooking exclusively. 

Bottled gas dates back to 1904, but 
it has had its greatest growth since 
1928 when large oil companies came 
into the field. Originally the cost of 
tanks for gas were prohibitive (7 Ibs. 
pt iron for 1 lb. of gas) but today this 

io is down to 1 Ib. of steel for 1 Ib. 
Two simplified methods of 
distribution have been adopted by the 
bottled gas industry today. The prices 
have become relatively uniform and 


gas 


Ot gas. 


ice cutting by dealers is frowned 
upon. The selling ot appliances goes 
vith the sale of bottled The 
National Bottle Association has 
been formed. According to a report 
made by Jay Woodward Martin of 
* Lone Star Gas Company of Dallas, 
there were less than 50,000 users of 
liquified gas in the United States in 
1927. By 1937 there were approxi- 
mately 400,000 active domestic users, 
exclusive of commercial and industrial 
ustomers. Mr. Martin said: 
n 1922, 22,641 gallons were used 
1e United States. 
n 1926, 1,091,005 


se| in the U. S. 


or 
gas. 


Gas 


gallons were 


“In 1932, 34,114,787 gallons were 
used in U. S. 

“In 1937, 120 million gallons were 
used in U. S.” 

Local distribution, though costly, is 
not complicated. The gas is delivered 
either in steel cylinders which are 
connected to the customer’s piping 
and left until empty, or in tank trucks 
from which the gas is discharged into 
storage tanks permanently installed on 
the customer’s premises. 

The liquid hydro-carbon gases diffe: 
from manufactured and natural gases 
in at least three major ways. They 
have a much higher B.t.u. content, are 
considerably heavier and require more 
air for combustion. Bottled gas burns 
with a short intense flame. The com- 
bustion range of propane is very nar- 
row—90.5% air is required so burner 
design must be unusually accurate. 

The naturally asked, 
“Why do people buy bottled gas?” 
Replying to Edwin M. Clapp, power 


question is 


sales engineer of the Georgia Power 
Company, one firm gave this opinion: 
fall for inducements 
otfered by competitive fuel salesmen in 


1. Customers 


the way of low appliance prices, low 
installation cost, economy of operating 
and dependability. 

2. Customer is familiar with gas as 
a fuel. 

Few of the bottle gas distributors 
and dealers sell appliances at their full 
list price, it is said, being generally 
willing to sacrifice their profit in order 
to obtain additional outlets for fuel. 
In many cases it is claimed that bottle 
gas installations are being made en- 
tirely free of charge. 

That bottle than 
electricity is not borne out by the re- 


gas is cheaper 
search of another company, according 
to Georgia Power. 

The price of butane (bottle gas) 
in Georgia Power Company territories 
for domestic use is approximately 30 
cents per gallon for the first ten gal- 
lons and 18 cents per gallon for the 
excess on a monthly basis delivered 
to the tank. 

Such 30¢ liquified gas is equal ap- 
proximately to $3 natural gas. Ten 
gallons of this gas is equivalent to 
about 1,000 cu. ft. of natural gas. A 
domestic automatic water heater 
will use on an average two thousand 
cubic feet of natural gas per month, 
which is equivalent to approximately 
20 gal. of Butane. Thus it costs at 
least $4.80 per month to operate a gas 
water heater with Butane as compared 


customer’s 


gas 
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with the average monthly cost of $2 
with Georgia Power 8 mil per kw.-hr. 
electric water heater (restricted 
service ). 

The use of electricity for residential 
cooking in Georgia Power territory 
costs approximately $2.50 per month. 
To cook with Butane gas requires on 
the average approximately 1,500 cu. ft. 
of gas, and will cost approximately 
$3.90. 

\ six foot electric refrigerator will 
utilize on the average about 40 kw.-hr. 
per month. Using 34¢ per kw.-hr. as a 


rate 


basis, it would cost approximately 
$1.25 per month to operate the re- 
irigerator electrically. It takes be- 


tween 1,000 and 1,500 cu. ft. of gas to 
operate a gas refrigerator per month. 
Using 1,500 cu. ft. as a basis, this 
would be fifteen gallons of Butane at a 
cost of $3.90. The electric refrigerator 
when compared with the gas refrigera- 
tor of equal size freezes faster, makes 
more ice, maintains 
temperatures, especially during summer 
months and the _ initial the 
customer is approximately $50 to $75 


lower average 


cost to 


less. 

Various investigations tests 
showed the approximate efficiency of 
bottle gas ranges to be in the neigh- 


and 





borhood of 40 per cent, made from 
NATURE OF TEST CONSUMPTION 
IN BTU 
Bottle 
Electric Gas 
NATURE OF TEST Range Range 


1 week's meals for 4 or 


S Cee. «2... 2-«-- 143,679 353,900 
1st week's menu for 
persons......... 134,706 279,831 


Qnd week's menu for 4 
persons............. 90,045 162.030 
1 week's food for infant.. 73,320 128,597 


441,750 924,358 








actual tests with ranges in 1934. 


The question will naturally be 
asked, “Why should the electric utility 


industry, with a 24 billion dollar 
annual income be concerned with 
competition from a struggling new 


industry with 500,000 customers and 
probably a gross income of from $15 
to $20 million a year? 

In answer it may be said that the 


electric industry in selling electric 
cooking and water heating is also 
engaged in a relatively new endeavor, 


and with 2 million ranges and 700,000 


water heaters in use has to do a lot 
of pioneering of its own in these fields. 

The activity of bottle gas salesmen 
in rural and small town fields—virgin 
territory also for electricity—demands 
that more attention be paid to the 
situation. One gas distributor is re- 
ported to have obtained 780 new cus- 
womers, sold $100,000 worth of ap- 
pliances, and increased his gas load 
2 million cu. ft. per year. In Missouri 
a dealer sold 150 installations in ten 
months in 1939. That’s competition to 
electricity—and it’s going on all over 
the country. 

Point glossed over by bottle gas 
salesmen to customers who are not 
technically trained, is the fact that 
when heat is applied to a given process 
by methods other than electrical, a 
substantial part of the heat is wasted. 
This knocks into a cocked hat the 
glowing story that one cubic foot of 
bottle gas contains approximately six 
times the heating value of one kw.-hr., 
something which has been used with- 
out restraint to prove the superior 
operating economy of bottle gas. 

The accompanying tables should be 
clipped by an appliance salesman who 
has to meet bottle gas competition. 
Taken from a paper by Leslie Weiss 
of the Utility Management Corp., they 
give a picture of cooking, refrigera- 
tion and water heating. 
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A major appliance is a cold, inanimate object, says Jack Hamilton, and 
it is up to the dealer to put life into it. At the left, he goes about the 
process with an electric refrigerator with Mrs. Louise Buttler, while below, 
a demonstration of an electric range brings out the human interest. 








OST dealers, up against tough 


ompetition, are like the old 


woman who described het 9 
ride in a buggy behind a run 
away horse, by saving, “I trusted 
Providence until the britchin’ broke 





and then I didn’t know what on air 
to do.” 
This is the story of Jack Hamiltor 
who apparently knows what to do { h | k d 
ronal ee Its up to the salesmen to awaken interest an 
when tne ritchin breaks e came to 
Paris, Tent (pop. 8,164) not , . - 
ear ak and: manana “as Hapaiion desire for appliances, says Paris, Tenn., dealer. 
Exchange Company 
“If the average dealer would think 
his competition from the standpoint 
| pects he would not let it ignorance and refuses to make a com-_ the business or doesn’t need it, or is When Jack Hamilton goes into a 
demoralize hit lake any Middle mitment on what is to him a pretty not set up to handle collections. His tion he hovers over the appliance lik 
last tom ’ id vou. I’m not good sized investment. Don’t forget stiff terms are out of sympathy with an old hen with only one chick, ! 
peaking of Paris when I say this—_ that the purchase of a major appliance the average pocketbook, and as a re- lovingly talks about biscuit baking 
and any prospect out looking for an is a big league investment to the sult he gets passed by.” until you would think he was a che 
applian vill bump i store average family Now the philosophy in Jack Hamil- he appears to be able to dish up 
these types which can be summed up 4. Cash. no terms, dealer. There ton’s Furniture Exchange is that “an tasty cherry pie, or get breakfast 
by one-wor lescription is at least one dealer of this type in appliance is just a tombstone until a whipstitch. He is 100 per cent 
1. Pr This sort of outlet de every town. Either he doesn’t want you put life into it.” the side of the fence with the house 
: ee coe $f elinant hnatiw afrer | 
per “" sient aleeee tm, cil wife hopping. Pretty soon after 
£¥ anion angen ter ae ey has goo’d with enthusiasm over a 
ipp i nere 5 lot educationa ° 
voneadl ne, no money to pay for ir the gadgets, he swings to a story 
lige m inet a ‘me tno’ money saving. He saves so mu 
% a " money for a family that the applian 
: , . - . - ee a 
ort want ¢ positively pays for itself. Then, 
acing ; anes an orchestra in a movies theater, | 
2 B ne ee changes the tempo and brings in 
. lial so-much-a-month angle. In advan 
. Reeslie ened he knows whether the prospect 
gee $15 a week man, a $20, or a $35 pros 
. ' a eS Handbills in cars : 
saline " ae : 4 oul pect. As a final pushover he offer 
I e 1 : ; 
agen we. ee ee to put the appliance in the home on 
ing power with : Pear ' 
' : ee: demonstration basis (and incidenta 
' puti farmers, Jack 1 ; ; = 
Hamilton finds. pulls it out in three days if a sale 
) The store not made). 
, : > Selendie Jack Hamilton came to Paris, 7 
, ive sale nessee, a stranger, ordinarily a liabil- 
produ ity in the South. But his knowledge 
the n and ov of his product, his ability to intell!- 
‘ i ym gently present it from the standpoint 
~out;r l¢ D 
; I (Please turn to page 93) 
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in the Big $30,000,000 Oil Heater Market 
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FLORENCE STOVE COMPANY General Offices and Plant, 
Gardner, Mass.; Western Offices and Plant, Kankakee, Ul; Sales Offices: 
1458 Merchandise Mart, Chicago; 45 E. 17th Street, New York; 53 Ala- 
bama Street, S. W., Atlanta; 301 N. Market Street, Dallas; and 2730 
16th Street, San Francisco. 
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One-Wheel Trailer Speeds Deliveries 





When R. L. McCain, service manager for McGregor's Inc., used to send out 
refrigerator units he fussed and fumed because truck drivers were late, often 
dead" on the job for hours. Today he has a one-wheel 
trailer which is hooked on behind an automobile. Out goes the unit in a few 
minutes cutting delivery costs from $1.50 to 35¢. No waste of time on the part 
of the service man either. 


kept a service man 


An Electrical Center 








The Electrical Center 


is what M. J. Murdock of Portland, Oregon, calls his 
store—and that is exactly what he has made it. Murdock invites women's clubs, 
church groups, parent-teachers and other organizations to use his store with its 
attractive demonstration kitchen for their meetings. Naturally there is always 
someone from the store on hand to take care of the guests and to answer ques- 
tions about the electrical appliances when such are asked. 
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Private Shows Make 
Private Sales 


R B. ALDRICH of the South 
e Carolina Radio Shop in Char- 
leston, S. C., finds that shows make 
He sent out a printed card to 
a selected list, inviting them to see 
his show. Then he built a_ stage 
across the back of the store and put 
on a little play and demonstration, 
keeping the audience entertained for 
two solid hours. 

The first show drew 68 people and 
went over in good shape. 


sales. 


He con- 
sidered it so successful that he hired 
the K. of P. hall and had more than 
200 at the next show. 

Aldrich wrote the play himself, in 
which an old time salesman is brag 
ging about how he used to sell them 
and knock them down and put them in. 
Then when a customer comes in he 
bungles the demonstration, which gets 
of laughs from the crowd. The 
salesman who went and had the train- 
ing put on the 


lone 
a iIVOL 


demonstration, and 
other salesmen acted as 
e custome! 

Aldrich also ran 





a talking moving 
on by the factory and in 
between these showings he 


skits 


He featured refrigerators, 


had three 


ranges 


and radios. The first show produced 





a direct sale the same evening 
he closed five the same week. 

results strung out for the month 
his sales kept climbing. 

At the first show he gave a 
three premiums to get the crowd ox 
—table radio, pair of waffle irons, 

a modern toaster. 

At the second show he gave oy 
ten letters, each letter worth $10 
the purchase of a new refrigerator 
range in a limited time, and ever 
letter was used. Two people in or 
family happened to 
one was turned over to a cousin wh 
used it. 

A drawing was held for the mai 
prize and consolation prizes and th 
ten letters. To make everybody fee 
good the little girl that drew tl 
tickets was given $5 and that | 
duced a kick out of the crowd whic 
applauded loudly. 

Aldrich has tried giving away 


draw one by 


r 
iT 


kinds of premiums for leads but find: 
have the 
a percolator or a_ waft 


that people would rather 
money than 
iron. He also found that 
books desirable. Custo 
ers do not take to books readily 


stick them away somewhere and 


coup 


were not 


get them. But by offering $3 
letter for finds 


send in one 


a good lead, he 
people will at least 
the hopes of getting that $3 ch 


by return mail. 





R. B. Aldrich of the South Carolina Radio Shop, Charleston, S. C., puts on a little 


show for his customers. 


Second Story Window 
Display 


N IGHT-TIME advertisement of 
BX his fixture department is 
achieved by Jack Tennant of Yakima, 
Wash., by a decorative barred win- 
dow in the second story of his shop 
which reaches from ceiling to floor. 
\ strong spot light concealed near the 
floor behind _ this 
floods the ceiling at night, bringing 
out the fixtures there displayed. A 
Venetian blind which covers the win- 
dow has its slats so tilted as to ex- 
clude too much sunshine in the day- 
time, but to permit free visibility at 
night from the street level. This sec- 
ond story display attracts 
fully as much attention as the main 
window display of the store below. 


directly window 


window 


AUGUST, 


Leads and sales were traced directly to the show. 


This is a street-eye view of the upper 
floor where lighting shows the fixtures 
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rk-and-Shop Idea 
orks for New York Dealer 


g \HE Park-and-Shop 
plied to electrical appliance 
merchandising, is working out 

hery satisfactorily in the case of Clyde 

proprietor of a complete 
store at 3191 Delaware 

Kenmore, N. Y. 


idea, ap- 


Southall, 
appliance 
Avenue, 


ee 


ition ne a 





AGE Clyde Southall Pur, 
ELECTRICAL APPLIANCES 
RADIO & APPLIANCE 8EP4IRS em 








ISING 








Clyde Southall in front of his store 


The only one of its kind in the 
East, the Kenmore, N. Y., Park-and- 
Shop was launched about 

months ago. Mr. Southall reports 

a busy day as high as 8000 

irs will use the Park-and-Shop block 
back from the main 
far enough to permit two 
to park in front of the 


experiment 
nat on 


vhich is set 
thoroughfare 
lines of cars 
tores. 

about 
every 


In the Park-and-Shop unit are 
covering virtually 
line of retail merchandising. Because 
t is a complete shopping unit, many 
from miles around to do 
shopping here where they can 
The block 


following from the 


ten stores, 


people come 
their 
park conveniently. also 
attracts a large 


rural area. 


Mr. Southall reports that many 
buyers, coming to the block primarily 


to purchase other articles, drop into 
his appliance store because of the con- 
venience. The appliance 
rent for the parking space in front of 
he location and is obliged to keep it 
free of snow in the winter time. 

Mr. Southall said the Park-and- 
Shop system is of particular 


store pays 


advan- 
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tage in the winter time when the park- 
ing problem in this area becomes even 
more acute than during the summer. 

Mr. Southall formerly was located 
in downtown Buffalo and is able to 
make a good comparison between the 
conventional and the Park-and-Shop 
locations. “This type of block has 
definite pulling power,” he said. “On 
one end of the block is a popular 
grocery store and on the other a drug 
store—both strong shopping centers. 
My store is right in the middle of the 
block and naturally I get considerable 
of the traffic through the block.” 


Free Stationery Attracts 
Range Users 


Ly sei in Indiana at Delphi, Herb 
Smith, who sells Monarch elec- 


tric ranges, has been going to town 
on the testimonial basis. Discovering 
that cost of operation seemed to be 


the chief quibble on electric ranges, he 
checked up and found that it was cost- 
ing the local families who own them 
around $1.77 per month. 

Arbitrarily he collected a bunch of 


Monarch owners, published _ their 


names, and offered each of them a 
dollar box of personal stationery if 
they would come in and get it. Re- 


sult, 
for the 


i's BEEN AN | ECONOMICAL 1939 
~ FOR MONARCH USERS 


names Of many new prospects 


house. 











— THEIR LIGHT BILLS ARE PROOF! — 
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sade Refrigerators in + Cetin Saves Money 


peweY RADIO €0.. 422 


"i190" FRIGIDAIRE | 


= 
— 


Ernest Robinson of Dewey Radio Company, Boston, displays his refrigerators (Frigid- 

aire) in their crates, merely stripping a piece of flowered paper along the edges. 

Saves chipping, scraping and other damage, he says, to say nothing of the freight 

company's $2 charge for uncrating and setting up. Tack on the crate covers and 
they are all ready to be delivered. 


1940 





Wall Paper Sets Theme for Lamp 


Display 





Indianapolis recently visited 


differeft type lamps. 


Island" at 
possibly the most complete lamp display in the Hoosier capitol. 


"Treasure 


Swatches of wallpaper, 


Banner-Whitehill to see 
Heading it was 
Mrs. Carolina Ellis, for twelve years with the Indianapolis Power & Light Com- 
pany, and now stepping out as a department head with Banner-Whitehill. An 
entire floor of lamps were shown, a number designed by Mrs. Ellis herself. Of 
chief interest to fellow merchants was her scheme for setting the theme of the 


suitable for bedroom, dining 


room or living room were appropriately placed behind the merchandise, hitting 


a proper keynote in six or seven square feet of display space. 
too, Mrs. Ellis said. 


economical, 


The 


idea is 


1100 Prospects From Simple Promotion 











Above is the Garmire display 
at the light company office 
and, right, a sample of the 
card prospects filled out. 


H*™ RE is a simple plan devised by 
B. Garmire, at Fort Wayne, 
Ind., that brought in the names, ad- 
and full information concern- 
ing 1100 good prospects. 
Each month the lobby space in the 
office of the City Light & Power Com- 
pany is given over to a local appliance 


dresses 


dealer for display purposes. Mr. Gar- 
mire decided to give away a Mix- 


master to aid in drawing attention to 
his display opposite the utility’s cashier 
To be eligible for a chance 
at winning, customers had to fill out a 
card giving complete information as to 


windows. 


GARMIRE'S, lac. 
8212 “T06 Seh Cches «NO 9451 





me 
” oe 


RE he Es fj 
South Calhoss Street 





“GARMI 
oe 


eSeceee- 


the name and age of major appliances 
in their homes, 
to indicate which they 
to buy next. The numbered stub on 
the card was deposited in a box and 
the drawing held at the end of the 
month, while the 
containing the 
turned over toa salesman. It 
necessary for the salesman to wait until 
the end of the month to follow up the 
cards, and immediate appoint- 
ments were also made by the person 
in charge of the firm’s appliance ex- 
hibit in the utility lobby. 


and were also required 


were planning 


portion of the card 


prospect data was 


was not 


many 
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ELECTRIC WONDERLAND -withevery pros- 
pect an Alice, thrilled and delighted at the elec- 
tric cooking marvels that you show her. That’s 
The Modern Kitchen Bureau’s Electric Range 
theme for the fall of °40—a NEW promotion with 
a NEW twist by which dealers, utilities and 
manufacturers coordinate nation-wide activity 
to capitalize on a great range sales opportunity. 


-and 
everything we give you! Use the powerful sales 
and advertising aids furnished by MKB—in- 


Tie into it with everything you’ve got 


CLECran 
UP Rinhas 
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INDUSTRY UNITES TO CAPITALIZE 
ON GREAT SALES OPPORTUNITY 


I’M ALICE IN €lecttic WONDERLAND= 
HEADLINING YOUR NEW 1940 FALL 


ELECTRIC RANGE PROMOTION 


> 7 
/ 


J A G ‘f ’ 
LOVIN HHO ON IA 


ALICE sr ELECTRIC WONDERLAND 





cluding the mystifying MAGIC MIRROR dis- 
play. Participate in the big Alice in Electric 
Wonderland stage shows to be produced by local 
bureaus, electric leagues and utilities. Ride the 
tail of national advertising as it continues to 
push the electric range sales curve on to higher 
peaks. 


For further information, check your electric 
league, distributor, utility. Or write: 


THE MODERN KITCHEN BUREAU 
420 Lexington Avenue, New York, N. Y. 








FLASHER OFF—prospect FLASHER ON—prospect 
sees a reflecting sees “Through the Looking 
mirror at which she can stop Glass,” Alice at her range in 
and primp. Electric Wonderland. 


AUGUST 


TREND OF ELECTRIC RANGE SALES 


NUMBER OF RANGES SOLD EACH YEAR~(NEMA FIGURES 
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ALICE 





Y the time this issue of ELec- 
TRICAL MERCHANDISING is in 

your hands, plans for the fall 
electric range promotion of the Mod- 
ern Kitchen Bureau will be under 
way in utility companies, electrical 
associations and distributors through- 
out the country. Theme of the cam- 
paign which is designed to sell 100,000 
ranges during the months of Septem- 
ber, October and November, will be a 
new show—“Alice in Electric Won- 
: derland.” Promotion and _ national 
f advertising will be the same as the 
= spring campaign—electric cooking is 
“as fast as fire without the flame” and 
“clean and cheap like electric light.” 

The show itself will be a one hour 
and 30 minute dramatic cooking pre- 
sentation, staged by the utility, the 
local MKB bureau or the electrical 
association and tying in every electric 
range dealer in the community. Dif- 
ferent from the run-of-the-mine cook- 
ing school, it will still carry the sell- 
ing punch of that time-tried medium. 
Advertising for the campaign will be 
carried in the September and Novem- 
ber issues of Better Homes and Gar- 
dens and the October and December 
issues of McCall’s magainze. 

Big feature of the fall campaign 
from a promotional standpoint will be 
a window display built around a trick 
mirror, carrying out the “Through 
the Looking Glass” idea. When the 
light in the display is off, the glass is 
a mirror, but when the light flashes 
on, it is no longer a mirror but a pane 
of glass through which you view an 
illustration of Alice. 

(nother part of the promotion will 
msist of four counter cards produced 


The White Rabbit holds the stop-watch on Alice in Electric Wonderland as she 
scours the blackened bottom of a soot spotted pan that has been held over a 
candle flame. Mrs. Everywoman watches with interest. 


in 


in full color and five range cards, also 
in color, to be placed on display models 
of ranges. These counter and range 
cards will have special imprinting of 
the manufacturers brand name. In 
addition, there will be two direct mail 
folders and a series of six newspaper 
advertisements in two different sizes. 


The Alice in Wonderland Show 


The show opens with a curtain 
speech by the utility executive dedi- 
cating the show to the American 
housewife in the audience. The theme 
of this talk will simply be that Ameri- 
can women today live an entirely 
different life from that of their moth- 
ers and grandmothers, who were su- 
perb cooks. The point is made that 
for the American woman of today to 
enjoy the many activities which she 
either from desire or necessity must 
participate in she should have modern 
cooking equipment—electric cooking 
being the modern American way of 
cooking. 

With this he introduces the opening 
scene of Alice and the White Rabbit, 
and the trials and tribulations which 
Alice’s Mother endures by not having 
modern electric equipment. In this 
scene sympathy is built for the Mother 
who works hard to prepare meals to 
satisfy her family. 

In the next scene little Alice then 
appears with her Mother, telling her 
that the White Rabbit has the solu- 
tion to all of her troubles and will 
take them on a trip through Electric 
Wonderland so they can find how easy 
and fine the American way of living 
really is. With this the curtains open 
onto the main part of the stage reveal- 





w~ 4 





The finale of Alice in Electric Wonderland finds the whole cast assembled, presenting 


to the audience the dishes that have been cooked, by the Royal Home Economist, as 


part of the Wonder Meal that illustrates the many advantages 


Klectric Wonderland 


The Modern Kitchen Bureau designs a new type of electric 
range show to help sell 100,000 ranges in the fall campaign 


ing the work tables and ranges which 
are set up for the demonstration. Char- 
acters which take part in the play are 
the White Rabbit, Alice, her Mother, 
Queen of Hearts, Queen of Spades, 
Queen of Diamonds, Queen of Clubs, 
and the Home Economist. Settings 
and sentences are drawn from the 
original “Alice in Wonderland” story. 
The Royal Home Economist presents 
the story of electric cooking to Alice, 
her Mother and the audience. 

The actual demonstration covers 
every feature of the electric range. 

(Please turn to page 92) 


Alice in Electric Wonderland bakes a 
batch of light, fluffy biscuits under the 
direction of the Royal Home Economist 
and learns that the even, measured heat 
assures uniform baking success. 


















of electric cooking. 











Central display piece for the campaign 

in the wonderful looking glass—a trick 

mirror. When light is off, it is a mirror; 

when on, it is pane of glass with picture 
of Alice. 





















By C. B. Osborne 
Vanager 
1. Liberal use of MKB range revue 


material was used in dealer's windows. 
2. Main sales floor of the Chattanooga 
Electric Power Board had dealer range 


displays. 3. Cooking demonstrations 


went on all week with two different 
dealers’ ranges being used. 4, Another 
dealer range window, Miller Bros. Co. 
MOST directly as a result of 
Range Revue con 
] ly the week ot 
April a2 ( itta oga Ele 
tric Power Boat ind electrical appli 
ince dea { i inooga the larg 
est monthly sale ft electric ranges and 
water he made were con- 
summated it e month of June \ 
otal of 421 electric ranges and 225 
vate eaters being sales attributed to 
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RANGE REVUE 





Sc//s 646 Units m 30 Days 


interest created by this ac- 
Modern Kit- 


It so happened during 


tivity originated by the 
chen Bureau 
the month that actua] physical con- 
Electric Power Board’s 


nection to the 


lines was also made of 942 electric 
ranges and 940 electric water heaters 
sold to the Chattanooga Housing Au- 
hority for their two low-rent Housing 
Projects The total volume of all ap- 


pliance sales for the month was $426,- 


749.00 for thirty-five (35) dealers 
The Electric Power Board does not 
sell any electrical appliances. The 


Range Revue was a feature partici 
pated in specifically by the 10 leading 
dealers and partially by others It was 
onsummated after weeks of prepara- 
tion by the dealer cooperative repre- 
Board Chat- 
The used 


interest 


sentatives of the and 


dealers vehicle 


tanooga s 


gain custome! was exten- 


ive newspaper advertising and pre- 


ium Nite-Lites given away to pros- 

pects who visited dealers’ showrooms 
3,000 Nite-Lites Given 

Upon visitation by any prospect to 


a dealer’s showroom, a premium order 
card was filled out by the dealer after 


a demonstration of a range to the 


customer, and upon presentation of 
this premium order card at the Range 
Revue headquarters in the 


Soard’s display room by the prospect, 


Power 


the premium Nite-Lite was given out 
by the Home Economics demonstra- 
tors of the Electric Power Board. 
Over 3,000 such premium Nite-Lites 
were given out to prospects and the 
premium order cards, after being pre- 
sented for premiums, were returned 
to the dealers for further sales efforts. 


Six girls of the Power Board's 
Home Service Department acted as 
hostesses at the Power Board’s dis- 
play center, where each dealer had 


his de luxe model range on display. 
Demonstrations were carried on con- 
stantly, over 100 gallons of punch and 
thousands of cookies being dispensed 
during demonstrations, and it is esti- 


mated that 10,000 persons visited 
Range Revue headquarters in the 
Power Board's show rooms during 
the week. Special colorful frocks 


were worn by the Service Department 
hostesses and flowers and special dec- 
orations used gave the showrooms a 
festive atmosphere. All Sales 
people, as Customers’ 
Department 


Floor 
Ac- 


people 


well as 


counting office 


AUGUST, 


dis- 


pense punch, cookies, pre- 


Chattanooga dealers 


miums to prospects at 
crowded range demonstra- 
and 


month's 


tions enjoy biggest 


volume in_ history 


Power 
Board’s outside display windows fea- 
tured electric range displays. 

Two different makes of ranges were 
in constant use at the Range Revue 
headquarters during the show and each 
afternoon a_ full 


wore ribbon badges, and the 


meal was cooked 
under cellophane as a special fea- 
ture. 


Previous to the Revue the back of 
the electric bills of the Power Board 
were used to advertise the Range 
Revue and dealer and salesmen interest 
was created by carrying all details 
the Power Board’s monthly dealer bu!- 
letin used to acquaint dealers and 
dealer salesmen with the sales pro- 
(Please turn to page 92 


1940—ELECTRICAL MERCHANDISING 








a tna i 











E 


THE M. K. B. 
FALL RANGE 
DRIVE IS THE 
BIGGEST AND 
BEST EVER! 


.-- AND WESTINGHOUSE 
HAS A TIE-IN PLAN 
THAT’S GOT EVERYTHING!* 








ond we do mean EVERYTHING! 
















. “Alice in Electric Wonderl a i i 
dic. When you plan your “Alice ect a der and electric range program this fall, ear tun Wasa Shea’ AT Your 
be sure to include Westinghouse, the “‘Best Seller,” for these TWO Big Reasons: WESTINGHOUSE DISTRIBUTOR’S 
- 1. You'll have a beautiful new range ..‘The Harvester’. ;. for fast fall selling. AES Eeonerenes Cannan, 
at BEGINNING AUGUST 19. 
2. You'll have another Westinghouse “Faster for '40!” Retail Sales Activity including: 
stra- @ Twelve full page, full color ads in The ® A “Give Away” that’s a sure-fire traffic 
est Saturday Evening Post, Collier's, Life builder. 
g and Liberty. ® Special fall newspaper advertisements. 
tory @ “Alice in Electric Wonderland” display @ “Musical Americana” radio program every 
plus other new display material. Tuesday night from coast-to-coast. 
_— The whole story will be told in FALL MERCHANDISE MARKETS to be con- 
ower! ° . ° 
§ ‘i ducted late this month by Westinghouse Distributors. Watch for the announcement 
and don’t fail to attend! 
S were WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY, DEPT. 194, MANSFIELD, O. 
Revue 
d each 
cooked 
1 fea 
ack of 
Board 
Range 
nterest 
ails n 
er bul- 
Ss al 1 
S$ pro- 
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SHOPPER STOPPER” can 
i) ectrh ranges was 
ig ) the | Angeles 
Bureau of Powe ind Light, starting 
April t ve tending 
pril o 1 i 1 extending 
tn ig lu It ey vith a Sé es 
I eeting etween nanutacturers 
: slers iss details of the 
rog and dividual set-up for 
each line Dealer representatives of 
ie Bureau followed up to make sure 
™ ‘ aid os % ¢ a 

i « y ia it i { aL it dst drat 

I , eetings I tual ope 
nt \ \p 15th at which time 

é g prograt broke Dea 
{ ’ rao f 
é er¢ ge ike a teature ot 
e opening with special displays and 

. ince 
Adv ge by the Bureau featured 
‘ 
x slogans Ww xplain 
These i 

+ j j 

Keep as €a 

wl l y pans t 
, aa 
tt \ < vegetables 
W grand fee ge of safety 









sureau materia 


] lice 






OD ( 
- . ’} yo 1opper 










Runner-up window showed old and mod- 
ern ranges with lower prices and lower 
rates dramatizing industry progress and 
consumer 


value. Window by Emmon's 


Appliance Co., L. A. 





} 


ley g 
I the "A ls, the prospect was 
irge 1\ n el range or 
int of it inline cooking re 
le + 1.,} 1 
1] labor saving, coolness 
| Dealers were provide: 
vith sample reprints of these adver 
sements, with a schedule of their 


] 


low displays and store 


HOUSE DEEDS 





“Showa Shopper”, “Sella Shopper” 
was the motto for dealers. 
Tags for use on electric ranges in- 


‘luded in the campaign were provided 
3 1 


by the Bureau and distributed by 
lealer contact men. These were in 
the form of an electric range, with a 
space for terms, “Down payment 


and “Monthly 
water or 
I 


payment. . ., 
electric bill.” 
”y the Bureau’s 
“Matchless in 


your 
This was followed 


1 
siogan 


re ways than one”, while on the 
the le was the front view of the 
inge and the statement “Better bak- 
ng with an oven you can be sure of.” 


Safety Feature Emphasized 


lhe Safety feature was also em- 


use of 147 bill boards 
important district of 


These bore the picture 


phasizec 


1 by the 
located in every 


Li S Angeles. 


— 7 1 
ot a Daby playing witht 


1 


1e controls of 
“Truly No Flame” 
It was calculated that 


the 1 inge Safe 


ran the legend 





20 YEARS AGO 
200 kw.- hr. Cost $16.00 
’ Range. . . . $315.00 























Shoppers STOPPED... 
and STOPPERS Shopped 


51,159,600 “impressions” were 
achieved by these billboards, which 
were viewed many times by practic- 
ally every inhabitant of Los Angeles. 

April 29 to May 4 was designed as 
Shopper Stopper Window Week, 
during which dealers were encouraged 
to enter a window display contest 
sponsored by the Bureau. The only 
requirement for entering was to dis- 
play an electric range in the window 
and to register the name of the store so 
that the window be photographed some 


time during the designated period. 
Return postcards were provided to 
make this an easy matter. It was 


suggested that windows be designed 
to tie-in with some one of the series 
of Bureau ads and sample layouts 
for such windows were outlined. The 
advertisement cleanliness was 
illustrated by displaying a group of 
dirty pans in the front of the window 
with the legend “Best hand lotion I 
had—freedom from_ scouring 

3etter cooking results were 
an empty high chair 


on 


ever 
these.” 


suggested by 










10 YEARS AGO 


200 kw.-hr. Cost $10.00 
Range. . . . $229.00 






First prize in contest of windows that 
tied into the Los Angeles range display 
drive won by Ralph Bennett Appliance 
Co., L. A. 


By 
Clotilde Grunsky 


with a sign “Out to play—no coaxing 
to get Artie to eat his vegetables nov 
—we cook electrically”; safety wa: 
graphically portrayed by two electri 
fans with blast directed at the ope: 
oven and a card which read “There’ 
nothing to blow out.” Ease of oper 
ation and labor saving were suggeste 
by a pile of slippers, “Saves Steps 
and a group of clocks, “Saves Time.’ 
Penguins carried the banner—“‘And 
kitchen, too.” Placards an 
ribbons from the various elements 
the range went into detail on “Six 
ways to make your household mone; 
go far.” 

That shoppers actually stopped and 
that stoppers shopped is indicated by 
the record of results. Electric rang: 
installations on the Bureau of Power 
and Light system increased by 45.14 
per cent during the first six weeks 
the campaign, from April 15 to June 
1, while electric water heater sale 
were greater by 117.8 per cent during 
the same period as compared with th 
equivalent weeks of 1939. 


a co | 








TODAY 


200 kw.-br. Cost $4.47 
Range. . . . $210.00 
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Features that count’ maxt SUPERFEX 


TODAY'S MOST PROFITABLE LINE OF OIL BURNING HEATERS 


he 





SUPERFEX is Designed to Give 
“Heat Where It’s Wanted” 
—Economically! SUPERFEX is 
the one oil heater that combines 
the most scientific principles of 
heating—for it gives two kinds of 
heat. The Heat-Director circulates 
warmed air that flows upward and 
through connecting rooms. The 
Heat-Director’s patented shutters 
also direct heat where you want it. 
When opened wide, they direct 
radiant heat straight out and warm 
everything they strike. When di- 
rected down, the radiant rays warm 
the floors naturally—without draft 
or “blow.” Quiet, furnace-type 
blowers are available, however, 
where unusual heating needs re- 
quire forced circulation. 


SUPERFEX Dealer Profits Are 
Now Greater Than Ever! 
This year SUPERFEX offers a 
liberalized discount plan which 
assures dealers greater profits than 
ever before. And, you can count on 
your SUPERFEX profits because 
experienced engineering and 
sturdy construction have cut servic- 
ing to a minimum—save time and 
trouble on installations. Our engi- 
neers have eliminated the “bugs” 
that wipe out real profits. 


Yes SUPERFEX offers the ideal combination of features to both dealers PORTABLE HEATERS 

7 and their customers. For the customer—sound engineering that assures possibilities in Perfec- 
many years of trouble-free, economical “heat where you want it’. For the dealer — tion Portable Heaters. 
—an established, fast-selling product, high, bankable profits and, above all, = hours comfort on 
satisfied customers. SUPERFEX is truly the oil heater with the “Features That = &#!lon of kerosene. 
Count”! Write for complete information today. Get your share of the profits! 


SUPERFEX 


OIL HEATERS 


PRODUCTS OF PERFECTION STOVE COMPANY 














i J 


A Complete Line— Well 
Established. SUPERFEX 
has been among the industry’s 
leaders for 1] years. It is an estab- 
lished line—sound and substantial 
—for it is backed by one of the 
best known names in the business 
—the Perfection Stove Company, 
world’s largest manufacturers of 
oil burning equipment for the 
home. SUPERFEX is, in itself, a 
complete line—but this year we 
introduce, in addition, the Perfec- 
tion made, Perfection quality 
IVANHOE Line—priced espe- 


cially to “get the crowds.” 


You Get More Selling Help 
When You Take on SUPERFEX! 
National Magazines, Spot Radio 
and Newspapers, together with 
colorful consumer literature and 
display material, are being exten- 
sively used this year to help you sell 
more SUPERFEX oil heaters. And, 
in addition, SUPERFEX is the best 


—-* “self-salesman” on the market— 
SUPERFEX is the only oil heater with shutters that direct so attractive, economical and eff- 
radiant heat outward and down to warm the floor—while i h . Is : 
also circulating warmed air through adjoining rooms, cient that it appeals to everyone. 


Don’t overlook profit 


Fast sellers. 10 to 12 





Che Mark of Quality 


PERFECTION STOVE COMPANY 
7254-B Platt Avenue, Cleveland, Ohio 


Please send me full details about SUPERFEX profit-making propo- 
sition (). Also information about PERFECTION Portable Heaters (). 


Name 





Address 





City State 
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Here is the experience of a Dallas, 
Texas, meat market which found that 


a roaster soon paid for itself 


ek eT Tes ee 








By John D. Mueller 











| 
: 
i 
SR ee Me 
Ret 
Mr. Curtis has succeeded by use of a small electric roaster Here Mr. Curtis is shown filling an order for barbecue beef 
not only to solve the problem of what to do to sell profit- just finished, from his ‘pit’. Mr. Curtis says he would not 
ably the undesirable cuts of meats, but has in doing so be without the roaster, and says that every small meat 
established a market which reaches far over the Dallas area. market man can be sold the equipment. 
He: 
diff 
to make attractive. Among day I find that my profits in this the utility of these roasters to the — a 
ire the necks. The larger dealers operation will run upwards from $2 small food store dealer and feel sur 
een turning to the sture cafeteria to $3. that I could sell one to every one oi 
he cooking plant to solve the “Cost of operation has been so slight them. It is a device they cannot afford S 
n; but the little fellow has been I have not been able to detect it on to be without. es 
to consider it pretty much a my power bill. I keep a close check “This roaster has paid for itself in- ro 
around his neck m sales of this sort. I have checked numerable times since I have beet mo 
Curtis three vears ago noticed down the number of pounds of meats using it. In fact, if I could not replac atts 
vaster down in the display of the used, estimated the power bill at 20 if I would not sell it for $100, after 
Pow & Light Co. The idea cents for 30 pounds, and my sauce all the service it has given me and 
h t there ght be solu will cost me 30 cents for 30 pounds. my store. Th 
f his problem of rough cuts. He That will give me a total cost of $3.80. “There is no reason why the appl cor 
t the roaster for $22.50, having For that meat I will get upwards ance dealer who will go after this field 
ed on his power bill to be paid from $7. cannot sell roasters one after anothe: 
thly installments. Here is “Nor does the usefulness of the to meat dealers in the small stor 
, ; “Fa . : ; :; 7 At 
Mr. Curtis says today, after roaster end there. I am getting more’ groups. All he need do is show ther th 
years’ experience: and more orders of special sort. what the thing can do. Every meat 
Set Se sey cer eee bri PR Sa Ae an i toy the 
varbecuing these rough cuts in Women bring me turkeys, for instance, man knows the problems of which 
aster, I have been able right to prepare for them. I get 75 cents have been talking. They have been a 
r to sell from 20 to 30 pounds of for baking a bird of from 15 to 20 pain to him since the meat busines 
kind of meat every day. I not pounds. There also are special orders has been in existence. 
im getting rid of the cuts which of other sort coming in for parties, “Nor does it all end there. Whe 
bothered me in the years before, but picnics, ete. my wife and I wish to go fishing o1 
; have to make addi- “T am getting business from section for a picnic, we si y pack th 
0 wes o Giales Me Oh te Os Ste ive to nake dd I am getting business fr¢ sections for a picnic, we simply pack tl 
of the Dallas Power & Light Co., which tol i them to meet the ofr the city as remote as rinity roaster into the car, tie up where ther 
set Mr. Curtis to thinking in terms of lemand which has built up. Heights which is at least 12 miles are tourist cabin facilities, hook up th: 
using an electric roaster to prepare “I am able easily to get 30 cents a from my location. roaster and let our meal be cooking 
barbecued meats in a small and eco- pound for meats of this kind, which “If I could do so, I could go out as we catch what may be willing t 
nomical manner in his store. st me 11 cents. At the close of the and make practical demonstration of be caught that day.” 
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ELEC 


PREMIER 


YL Ad 
A BRAND NEW 















New Color! New Price! 
New Sales Appeal! Full Profits! 


























Regular*61” value 


SPECIAL INTRODUCTORY 
Price only 







AND OLD 
— Model 51— Regular CLEANER 


Retail Price $16.50 


eef 
not 
eat 


A Powerful Leader with FULL Profits! 
Here’s the leader every dealer’s been crying for—a bring-’em-in special that’s 
different from every angle! Different in looks—different in bargain value Model 41— Regular 
» tl —and different in the all-important fact you make a full profit on it! Retail Price $44.50 


ne o} Unique Color Adds Extra Sales Appeal! 


Smart new styling and a distinctive color place this “Matched Set” apart 
Ta from ordinary leaders. But the green crinkle-lacquer finish (the bag har- 
+ monizes, too!) has more than novelty value—it keeps these cleaners looking 
ial attractively new even after years of service. 


a Each New Cleaner Has Motor-Driven Brush! 


There’s a ball-bearing motor-driven brush on each cleaner in this all-purpose 
‘pp! combination. The floor model has a dirt-finding searchlight. 

, he . 

othe Priced to Undersell the Floor Cleaner Alone! Oe eh ee ae - is ran rtd eee 
At only $39.95 these two cleaners are specially priced to sell now for less : Sie ee ee ge Pree nee y 
than the established regular price of the floor cleaner alone! You can turn @dvertised PREMIER PARTNERS, the “2-Dirt-Zone Cleaners. 
the $21.05 saving into plenty of full-profit sales—and turn still other pros- Learn more about their wide price range and the Premier 
oe pective buyers into customers for Premier Partners! Add-A-Partner Plan—mail the coupon below! 





PREMIER DIVISION, ELECTRIC VACUUM CLEANER COMPANY, INC. 
1734 Ivanhoe Road e Cleveland, Ohio 


Please send me full information about the Premier Matched Set (), Premier 
Partners (1), Premier Add-A-Partner Plan (). 


PREMIER DIVISION 


Electric Vacuum Cleaner Co., Inc. 
1734 Ivanhoe Road Cleveland, Ohio iam 


ADDRESS 











SING 
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Men at work. A scene at a Tuff Guy 

school held in the headquarters of the 

Service Appliance Company, Inc., in 
Bristol, Va.-Tenn. 


A CsTi~eeouse 

cree Sanee 
__-— wr 
© cuaevts 


Dessert for the crowd was turned out by these apple pie specialists at a Tuff Guy 

initiation. They are, left to right: Branson Dunlap, Evert Keiser, Eugene Miller 

and Chester Caricoe. All are of Terre Haute division of Public Service Company 
of Indiana. 


Joe Lukan, Westinghouse Range and Water Heater District Supervisor, puts his 
cooking knowledge to good use in conducting a cooking school in Fort Wayne. 


-_ es ' 
a oe 





Who Says Men 


Milt Short, of Public Service Company R. M. Beatty, Manager of the Range 
of Indiana, Terre Haute division con- and Water Heater Department of the 
tends he is cooking ‘the world's best Westinghouse Merchandising Division, is 

rarebit" at this Tuff Guy meeting. “Head Geezer" of the Tuff Guys club. 








ant 


By R.M. Beatty, 


Range & Water Heater Department, 
Westinghouse Merchandising Division 


GREAT many men like to 
cook, and some of them are 
pretty good at it. But most 

f them are a little bit sheepish about 
liscussing cream puffs and _ upside 
lown cakes, 

We recognized this unwillingness 
on the part of most men, specially 
salesmen, to discuss their kitchen 
ability when we organized the West- 
inghouse “Tuff Guys Club.” We had 
just one idea in starting this organ- 
ization—that a range salesman can do 
i better job if he knows how to cook. 

Although the club has a very seri- 
us intent, we tried to give it a catchy 
theme. The formal name is “Ancient 
and Abrasive Order of Tuff Guys,” 
and the basic principle behind it is 

“The man who can’t cook is a sissy. 

“The one who can cook, but won't 
admit it is a super sissy. 

“But the fellow who can cook and 
goes around bragging about is a real 
luff Guy!” 

It sounded all right to us when we 
originated the idea back in 1936, but 
we had no expectation the club really 
would click the way it did. It caught 
the fancy of electric range salesmen 
throughout the country, and today, 
five years after the idea was conceived, 
we believe the Tuff Guys form the 
largest honorary sales organization in 
the range merchandising field. 

An average of 3,000 range sales- 
men a year have rolled up their 
sleeves, donned apron and chef’s head- 
gear, and pitched into the job of ful- 
filling the requirements for club mem- 
bership. 

Che would-be member starts out by 
preparing a cooker meal, complete 
from braised short ribs of beef to 
mincemeat pudding. Then he tackles 
cupcakes, apple pie, pork chops and 
rice, steamed cauliflower, biscuits, 
welsh rarebit, and broiled hamburgers 
with toasted buns. The satisfaction 
of preparing and actually cooking 
these typical “American Man” foods 
comes to a head when all of the mem- 
bers eat the food they have prepared 
at the “banquet” following the initia- 
tion. 


ookr 





The 1940 Tuff Guy trophy—a 
plastic desk statuette of a califlower- 
eared snarling prize fighter, is 
awarded to all members in recogni- 
tion of their accomplishments. This 
hard-boiled Tuff Guy graces the 
desks of many leading sales execu- 
tives, distributor and retail salesmen, 
service men, magazine editors, utility 
people. And all of them have under- 
gone the tests to prove they could 
really cook. 

Although our range selling pro- 
grams have included this activity each \ 
year since the organization was es- 
tablished, we feel that much credit for 
the success of the club is due to the 
active participation of utilities in the 
Tuff Guys. 

While we appreciate that the F 
novelty of such an idea helped its ac- 
ceptance, the true value of our Tuff 
Guy activity lies in its application 
of a basic truism in selling. Let me 
illustrate : 

While women will willingly and in- 
terestedly sit through two hours of a 
demonstration in which food and the 
cooking of food is the keynote, a de- 
monstration on the mechanical and 
semi-technical features of a range will 
hold their interest for only a few 
minutes. 

Our range salesmen found long ago 
that when talking with a woman who 
is a prospective purchaser, it’s not so 
much the range and what it IS as the 
range and what it DOES that counts. 
A salesman can talk for half an hour 
on wattages and coil arrangements 
and still not do half the job of selling 
the evenness and controlability of elec- 
tric heat, that is done when he talks 
for two minutes on the ease of cook- 
ing a welsh rarebit. 

Of course we don’t expect, or de- 
sire, that membership in the Tuff 
Guy Club will make our salesmen 
expert in the concoction of recipes 
and fancy dishes. Our objective 1s 
simply to acquaint the salesmen with 
a full and workable appreciation 
just what an electric range will do 
In other words—just how and why 
fits the needs of the prospect he h 
in mind. 
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THE NEW PLATFORM 
STANDS FOR PERSONAL 
LIBERTY IN THE KITCHEN! 
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all is predicted to be the Greatest Program in Hotpoint History 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc., Chicago 
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Home Service 





Home Service 


CLINICS 


The Los Angeles Bureau of Power & 
Light Uses the Scientific Method in 
Standardizing Its Home Service Work 








Depart t been described 
pre-selling” and “re-selling”’ 
ectrical appliances. In Los Angeles, 
vhere sureau of Power and Light 
listribution of appliances 
letel) tl hands of dealers, 
e task include the actual 
sing é ilthough the work of 
lep rec nized as an 
part of the selling program 
‘ venty-eight home 
] Angeles 
sual ty pe 
t uld mean twenty-eight 
\ paring the way for sales 
wh customer mtacts and group 
1 of keeping th 
e ranks of satisfied 
! é g low-up at 
In | Angeles, how 
e ust the clini 
the e servi 
vended upon to tell uuld be programed among standard- 
t he ts int zed line rhe principles established 
Vy expe t and vy this analysis of experience were 
proved to be the embodied in the scenario for a sample 
ne resu ll and were tested out before the 
wy the Bure group of home service girls them- 
vation elve the Bureau’s test kitchen on 
va e separat Figueroa Street Suggestions were 
ry 1 ‘ ice by tn clinic and 
vice d ypt ur finally a standar 
] edure w igreed upon 5 
G A the o uit \ r odied I 1 
‘ pu Ann M graphed bullet which became 
‘ Bur t the ¢ yment of every home 
\ \I ervice ¢ Each embe ot the 
VI ~ t t 1 iff ) time or other 1s given 
1 é 1 Opportunity to try out these prin 
is types ciples front of a group of her fel- 
ere ana 12 i etul study lows he test kitchen and knows 
reports turned in by th exactly how they should be applied. 
ke 1 became ipparent For the sake of reference, she carries 
t the vere certain points whicl the formula with her in her notebook 
vere é uge in the when making every call. 
course atistactory installa- The first page of this bulletin con- 
tio plaint calls were a_ sists of advice on general procedure 
é varie but also fell into the importance of neat appearance, 
general classifications and _ pleasing manners and a low voice, the 
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avoidance .of discussions upon sub- 
jects not pertaining to the work, the 
general object of the call, and the 


theory back of the 


pt cedure. 


standard order of 
omes a list of the 


which 


aa 
NEXT C 
yn kit 


| 
nome 


demonstrati 
making a 
quired to 





every girl 
service call is re 


have. This includes a set of 


measuring spoons, measuring cups, 
cake pans and cake rack, cookie sheet, 
pot holders, wire brush, spatula, paper 
towels, a clean tea towel, clean smock 
or apron, cake ingredients, a standard 


demonstration handbook, test charts, 


a copy of “Standard Tests for Cook- 
ing Performance of Electric Range 


Ovens” (record of the Bureau’s own 
tests made in the Figueroa laboratory 
kitchen), the recipe and instruction 
book for all makes of ranges, and a 
supply of the recipe index file. The 
girl is thus enabled to use her own 
equipment throughout, a procedure 
which insures standard results and 
which also prevents any annoyance on 
the part of the housewife who is not 
left with any soiled utensils, or even 


AUGUST, 





A Los Angeles home service girl presents ,| 


sample demonstration before a clinic of he 
fellow workers. After the meeting is ove 
they rate the demonstration, and the pe, 
formance of the girl who gave it. 


dish towel for later cleaning 
All materials used for baking a cak 
(if that is necessary) are furnished | 
the Bureau. 

The demonstration in the home 
a flexible one, being modified to su 


a used 


any particular wish expressed by tf! 
housewife, but as a rule, it starts wit 
instruction in 


use of the oven. T! 


is contrary to usual practice in publ 
demonstrations, 
that new a rule are espe 
cially interested in the oven feature ¢ 
electric cookery. Baking, roasting 
the pre-heated and cold method of us 
ing the 


but it has been foun 
owners as 


ire discussed, as well a 
All controls ar 
explained and demonstrated and ove: 
temperature [ 

Methods of 


demonstrated 


ven 
ce ymplete oven meals. 


tested, if 
cleaning the 

Broiling is explaine 
position of racks, pre-heating 
use of thermostat, etc. Then follow 
in order: surface units, cooker, uter 
sils, and care and cleaning of all part 
of the range. If the customer 
not have the manufacturer’s instru 
tion book, arrangement is made t 


necessary 


oven afr 


with 


doe 


ee ee 








obtain this from the dealer fro: 
whom the range was purchased. Re 
cipes and index cards are left wit 
each customer, Range defects, if any 
are noted and later reported to tl 
range maintenance department; the 
are not mentioned to the customer. 
Attention is called to the n 
desirable type of pans and kettles. | 
general, bright oven pans give the best 
results. On surface units, the bes 
utensil is one which fits the unit, ha 
a flat I and 


straight 
tight fitting lid, preferably ventilate 
The customer 


¢ ° 
ottom, sides 


) 


is taught how to apy 
the figures given in time and tem 
erature charts to her own stove a1 


utensils. Similar pans will give sir 
variation in size 
apparent discrej 
not understood w 
advance. It is 

have the customer 

the yperation of 


oven timer in 


lar results, 


type may lead to 
ancies, which are 
less explained in 
visable to 
through setting 


the presence or | 


home service representative, not rel 


ing on any verbal or written instru 
tions. The customer is never allow 
to feel that she is being instructe 


the one ¢ 
time is take; 
inutes) to cover all tl 
that call 


occasion iS 
1 Enough 


(at least 45 


consulatio 


points of importance, so 
backs based on 
are eliminated. 
Knowledge of range procedure 
presented in these calls is no matt 
of guesswork. Careful tests gover 
ing the operating qualities of 
makes of ranges sold in Los Ange 
have been made in the Bureau’s te 
kitchen and laboratories, both fr 
the standpoint of the technical fe 
tures and of the cooking performat 
of the range. Each make of 
has been put through a series of tests 
(Continued on page 80) 
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HE first five months of this 
. year give every indication that 
by the end of 1940 department 
§ stores will have materially improved 
Ptheir methods of handling trade-ins 
| m electrical appliances. Already this 
his being reflected in the operating 
istatements of the major appliance de- 
y partments to such an extent that 
} merchandise men and buyers freely 
ipredict 1940 will be the banner year 
lin the sale of refrigerators, washers, 
Setc. insofar as the financial showing is 

: oncerned. 
\ part of this is undoubtedly due 
the thorough discussion of trade- 
ns at the convention of the National 
Retail Dry Goods Association held 
last January in New York. Merch- 
andise men, buyers and manufacturers 
} spent an entire morning discussing the 


B subject, and then unanimously agreed 
to continue holding such meetings in 
the hope of finding some solution to 
§ the trade-in problem. 

Only recently another meeting was 

held which was attended by the man- 
ugers of major appliance departments 
i most of the leading makers and by 
uuitstanding men of the department 

field. A thorough study and 

Ssurvey of trade-in policies of all ap- 
pliance sellers is to be made. This 
should be the most valuable 

mtributions to appliance selling yet 
ittempted by any organization. 

ELECTRICAL MERCHANDISING will 
report the findings and recommenda- 
tions as fast as they are released for 

s publication. 

For the moment let us go back to 
last January to see how the electrical 
dealer and the department store com- 
pared in the matter of trade-ins as 
shown by the study made by our re- 
search department. The figures repre- 
sent the average of 279 electrical 
dealers and 85 department stores. The 
edge appears to be with the latter as 
> about 


store 


one of 


hown by the figures we a 
uote. 
Sale of washing machines involving 
trade-ins showed 48.7 percent for the 
electrical dealer but only 35.2 for the 
} department Refrigerators were 
out equal with 19.9 for the former 
1 19.5 for the latter. 
[he method: of disposing of trade- 
again gives a slight margin to the 
artment store. It junked 2.5 per- 
nt less washers but 4.1 more re- 
gerators. It reconditioned almost 
* percent less washers and over 7.5 
reent less refrigerators. Selling 
is” the department store topped 


store. 
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By Ernest C. Hastings 



































Some Stores Will Not Take an Appliance of Earlier than 1938 Model 


the electrical dealer by 3.7 percent 
washers and 3.6 in refrigerators 
Summed up, this would appear to in 
dicate more care in taking trade-ins 
by the departments store and conse- 
quently less loss in handling them. 

The proportion of new major appli- 
business attributable to service 
department operation 17.3 per- 
cent for the department store and 21.3 
for the electrical dealer. But—the 
latter had service departments in 91.9 
percent of the reports while the de- 
partment stores had only. 81.2. Evi- 
dently the servicemen of the latter are 
made much more sales conscious than 
are those of the former. 

All the above is true despite the 
fact the 64 percent of the department 
stores reporting were in towns under 
one hundred thousand population, and 
over fifty percent—52 to be exact— 
in towns under twenty-five thousand. 
The policies of department stores so 
located must nearly parallel 
those of the electrical dealer than will 
be found the case with. the large 
department located in metro- 
politan areas or in the bigger cities. 
It is the latter who have told us about 
their improved and more successful 
plans for trade-ins during the first 
five months of this year. It is also 


ance 


was 


more 


stores 


1940 


the latter who have pledged their 
time and money, energy and brains to 
try to find still better ways to handle 
trade-ins of major appliances for all 
those who sell refrigerators, washers, 
just what some of the 
sizeable department stores have done 


Let us see 


the past few months to improve the 
trade-in situation. these 
ideas are adaptable to the business of 


Some of 


any electrical merchant, others are 
not. They are all worth reading and 


thinking about. 

The finding of a suitable policy and 
the determination to stick to it 
most outstanding in all our conversa- 
with department store men. 
Many frankly said they believed fifty 
percent of the trade-in problem would 
be answered once definite policies were 
established and maintained. One man 
put it rather well when he said, “the 
flopping from one method to another 
every time there is danger of losing 
a sale has stop. Department 
stores have been like the sweet young 
thing who wanted to marry three guys 
—one because he was a good dancer ; 
and 


was 


tions 


got to 


one because he had a good job 
one because he was a swell ke 
Practically all of 


took trade-ins 


the stores wh 


never have stuck to 


their guns. More have joined this 
group than have given it up. Sales in 
creases are in keeping with outlets 
taking old appliances as part payment. 
Every man using this method empha- 
sizes the absolute necessity of a strong, 
well trained sales force for this type 
of selling. It is not for the weak 

When asked the 
not take trade-ins if they thought they 
—trade-ins—could be abolished 
of them said they very much doubted 
it, and even went on to say that they 
thought this plan of selling was neces- 
for many outlets in the 
appliance industry. 

Our opinion is that a 
trade-ins is not for the 
dealer irrespective of size or pt 


we men who do 


most 


sary major 


policy ot 
electrical 
nence in the community. 

Since January a number of dep: 
ment stores have established a 
price for all major appliances bass 
almost entirely on the model and age. 
[wo buyers told us they would accept 
no appliance that was dated prior to 
1938 as having a definite resale value. 
Allowances on 
washers, etc. were to be considered as 
the price paid to make the sale. Th 
allowance so fixed is usually low, in 


fixe 


pre-’38 refrigerators, 


several cases varying from $5.00 t 
(Please turn to page 88) 
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Get 
IMMEDIATE ACTION 
on New 
PROFITABLE DEAL! 


| The new Proctor Iron deal is just 


as sensational, just as unusual 
as the Proctor line of Irons! Big 
| profits are ahead without big 
| investment on your part. Use the 
aelt] slelsiiclae slelaiiatlicls S 


e 


Action display unit with com- 
plete window or counter instal- 
lation free by trained Proctor 
experts. Folders, leaflets, etc. 


ry -Yoloh ol - Woy 


the highly successft 


BVEK £7 iron prograr 


Tested in one city. Then another! Proved in a chai 


LIST PRICE 


a 


markets. And then introduced nationally last Spring 
Summer. Accepted? Successful? Never-Lift sales go 
Up! Up! Now, Proctor pounds away, with another 
rific sales and advertising drive! Remember, this 
ordinary iron. Women want it because it ban 
ironing drudgery! And you'll want it for the mo 


yor' can make offering an iron people really we 


PROCTOR 
CVER=~L/77 \RON 


You NEVER LIFT or TILT IT! 


PROCTOR Styled for Service APPLIANCES 
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“Our Service Men have 








nthe IL able” 


Best advertisement for heating 





sales is freedom from trouble 






Idle service men in midwinter proved 
something to Lexington stoker prospects. 










ARK TWAIN was once 
. fy reproved by his wife for 
making a call on a neighbor 

without his collar or necktie. 
Promptly he sent over a box to the 
neighbor, who opened it and found 
inside a collar and necktie, with a 
note: “My wife said I should have 
had these on when I called today. 













ai 








Please look at them two hours and 
return.” 

It is the contention of Wilson Cox 
of the Sterling Electrical Company, 
Lexington, Kentucky, that dealers 
who sell heating equipment—stokers 


r i] 
oO! Ol 











space heaters—should send 





| Wilson Cox has learned how to explain to a prospect just what a list price covers. 


their prospects something that is 





ren- 
gen 







erally forgotten, a resume of one’s 






service facilities. 






“The fact that our three service 





2 













men sat around with their heels on up installation the purchaser gets, Electrical had acquired a tidy business to 30 leads. My belief is that too 
the table during a zero spell in Lex- which covers some of that mark-up with this off season proposition: many dealers have deceived their 
ington last winter is the best indica- and nips possible future trouble in “For $5, we will vacuum clean your’ users by not paying off on tips, and 
tion that our heating equipment per- the bud. If one wants cheapness, he furnace, paint your coal hopper, as a result have killed the use-the- 
forms when it is most depended can get it; but if one wanted depend- change oil, paint the front of the user business in Lexington.” 
upon,” declares Mr. Cox. “People able heat that was another story, and furnace, get your heating plant ready Sterling Electrical Company is 
lon’t wish service—they desire free- stokers were only as good as the in- for cold weather.” owned by W. J. Brown, Jr. Wilson 
dom from need for it.” stallation and the service that kept The deal has about 50 regular sub- Cox is sales manager and Roy Batter- 
Sterling Electrical Company sells them running. scribers, and is an excellent means of ton, M. K. Henderson and H. B. 
ron Fireman stokers (and G. E. re- By buying ahead of the rush season getting leads. New business also crops Soward right hand men. The firm 
frigerators). It has run into the usual ~September, October and November up in January and February when carries $8,000 worth of parts and the 
competition of cut rate makes, and —a prospect gets a better job in Lex- weather pushes furnaces to the limit. service department more than pays its 
people who scream, “SAY, I can get ington. When the nippy days of One thing that flops in Lexington, way. 
the same thing at exactly $100 less— autumn arrived, somebody from Ster- says Mr. Cox, is the use-the-user “The way to meet cut price compe- 
you robbers. !” ling goes out and starts the first fire, letter. “We sent out hundreds in _ tition is to show your prospects how 
Wilson Cox smiles and trots out answers all questions and gets the cus- Lexington, offering a premium for you are going to keep their appliance 
IT the fact that Sterling runs a night and tomer off on the right foot. leads sold, and received only two or running, once they have their money 
day service department, which cut There are about 1,000 stokers in three answers,” he said. “In a little invested in it,’ say the head men, 





raters do not. He gets out a book of use in Lexington—one to every nine town where we have only a dozen or “and you'll find they generally agt 
families (pop. 45,736)—and Sterling or so stoker owners, we obtained 25 with you.” 


ce 







photos and demonstrates what a bang- 
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LEADER OF THE OUTSTANDING LINE 
OF WESTINGHOUSE CLEANERS 
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WESTINGHOUSE 


Look At The 
FEATURES 


Smart Streamline Design 
Self-Adjusting Nozzle 
Ultra-Quiet Operation 
“Easy-Empty”’ Bag Top 
Dust-Proof Moleskin Bag 
Automatic Handle Adjustment 
Triple-Action Revolving Brush 
Dirt-Sleuth Headlight 
Long-Life Westinghouse 
Motor 

12-Bladed Super-Suction Fan 
Die-Cast WEMCALLOY 
Nozzle 

Simplified Attachment Con- 
nection 


LOOK 
AT THE LOW 


RETAIL PRICE 


39° 


WITH FULL DEALER 
MARGIN 


AUTOMATIC “POP-UP” TOASTER 


Completely automatic operation, with 
silent thermostatic control. *‘Pops up”’ 
toast when it’s done or makes Melba 
toast if desired. A new leader in the 
deluxe automatic toaster field. 


$1295 











THE THRIFT— MODEL HD-3 
22-gal. Tub. Equalized Pressure 
Wringer. Touch-Bar Pressure Release; 
Rust Proofed Dry Feed Board. 
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AUTOMATIC SANDWICH GRILL 


Thermostatic control maintains desir- 
ed cooking temperature. Signal light 
tells when selected temperature is 
reached. A brand new appliance to 
step up your holiday gift sales. 


$995 











THE STANDARD— MODEL HC-3 
23-gal. Tub. Equalized Pressure 
Wringer with Select-o-Press and Roll 
Stop. Touch-Bar Pressure Release. 




















ah 














10-CUP COFFEE MAKER 


New handle and base design facilitate 
© bowl and lifting of 


removal of up 
coffee maker 


rom any angle. Wide 
mouth bowls for easy cleaning. A 


HOME 


TWIN WAFFLE BAKER 


Smartly streamlined, in new low de- 
sign. Heat indicators tell when grids 
are at baking temperature. Pretreated 
grids—no greasing, no sticking. 
beauty and utility will sell it in volume, 


$895 


smartly styled, fast-selling, profitable 


item, 








— 








THE MASTER— MODEL HB-3 


26-gal Tub. “‘Heat Jacket.’’ Equalized 
Pressure Wringer with Select-o-Press 
and Roll Stop. Touch-Bar Pressure 
Release. Hi-Dry Feed Board. Auto- 
matic Reversing Drain. 
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> ; 
THE EMPEROR— MODEL HA-3 

26-gal. Tub. Select-o-Press and Roll 
Stop. Time Dial. Touch-Bar Pressure 
Release. Polished Hi-Dry Feed Board. 


Foot Pedal Turbulator Control. De 
luxe 4-vane Turbulator. 





1940 


APPLIANCES 


GET THE 


FIVE FOOT SHOP 


REE! 


This handsome, practical 
island display and floor selling 
center is designed to hold one 
each of the new Westinghouse 
Appliances. 

Order a fast-selling assort- 
ment of these new appliances 
now—and get this ‘“‘Five Foot 
Shop” without charge. See 
your distributor! 


Its 





WESTINGHOUSE 











THE DELUXE—MODEL BF-3 


Extension Shelves. Air-cooled Cabi- 
net Top. 2 Thermostats. 2 speeds for 
easier drying. 2 Operating Controls. 


THE EMPEROR— MODEL BE-3 


Automatic ‘‘Hand-iron"’ action. Unobstructed 
roll with two open ends. Foot Pedal Control. 
25 to 30% more usable heat. 2 Thermostats. 
Super-size Roll and Shoe. Heat and motor Tilt-Switch, with pilot light. 


GET THIS NEW X-RAY 
PREE/ 


TELL-SELL BOOK 
PLUS—an ample supply of literature, invitation 
post cards and a free personalized factory mailing / 
to your prospects. See your distributor for details. 


v= 
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Cavalier ELECTRIC RANGES 
COOK ON "STORED" HEAT! 


1; tea homemakers prefer to keep the heat inside the stove, 
4 


where it cooks ... rather than permitting it to escape 











into the kitchen, where it makes the cook miserable. 


heavy, well sealed insulation 


makes Cavalier electric ranges 


maintain uniform tempera- 
ture for broiling, roasting, 


baking. You can turn off the 
current .. . the stored heat 
still cooks. 


Cavaliers CORPORATION 


CHATTANOOGA ° 
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DISPLAY ROOMS 


CHICAGO 
666 Lake Shore Drive 
(Also Burns Wholesale 
Furniture Company 
340 West Ohio St.) 
SAN FRANCISCO 
Frank L. Robinson 
Western Furniture Exchange 
and Merchandise Mart 
PORTLAND, OREGON 
M. Seller Company 








TENNESSEE 


FOR A BIG YEAR CHOOSE (. 





| 


IVALLET 





The 


Dollar and Cent Valu 


of Home Service 


HE dealer’s relationship to the 

customer is simple—he wants, to 

sell more appliances. The power 
company has a double purpose. Aside 
from inducing the home to purchase 
additional equipment, the utility wants 
the housewife to make more use of 
what she has. Especially when rate 
reductions go into effect is it import- 
ant for the power companies to ob- 
tain an increased use of appliances in 
wrder to bring revenue back to where 
it was before. Manufacturers also 
are doing their best to provide equip- 
ment which is more and more econom- 
ical in its consumption of current. 
The power company is glad to wel- 
come these improvements, which 
make for more satisfied customers, 
but it naturally hopes to take up the 
slack in income thus produced, by per- 
suading the home to make sufficiently 
greater use of electricity through 
purchase of mew appliances and 
through greater use of those they 
have. The power company is also 
concerned with reducing complaints, 
both those arising from “high bill” 
customers, and those which may re- 
sult from defective appliances or from 
a failure to understand the efficient 
use of electrical equipment. It desires 
to establish friendly relations on all 
fronts. 

All of these objectives can be furth- 
ered, according to an address by R. E. 
Gale, commercial manager of the 
Idaho Power Company before the 
Business Development Section of the 
Northwest Electric Light and Power 
\ssociation, by a judicious use of the 
home service department. Mr. Gale 
has carefully figured costs and re- 
turns of this department in his own 
company, proving to his own satis 


faction that the money invested in 
this work pays full dollar and cent 
returns. 

The Idaho Power Company em- 
ploys a staff of twenty-two trained 
home economists, working in a terri- 
tory serving 52,000 residential and 
farm customers averaging only four- 
teen customers per mile of pole line. 
Last year these girls called on 18,000 
different During the 
course of each call they covered the 
following points: 


customers. 


l. They discussed the present use 
of service, making clear that the cus- 
tomer receives benefits greater in 
value than the sum paid for electricity. 

2. They convinced the customer 
that she could not afford to decrease 
the use of electricity because of the 
step-down rates. 

3. They endeavored to get across 
the idea that the Idaho Power Com- 
pany is a desirable organization to 
have retailing electricity in the terri- 
tory it serves. 

4. They suggested that the customer 





could afford to increase the us 
service, by making greater use oi 
pliances now owned, and also to ; 
chasing new appliances. 

Following these calls, the p 
company checked up on 500 custo: 
and found that such a call will ; 
duce an increase of 4 kw.-hr. 
month through more liberal us 
equipment now in the home. Th 
a conservative estimate because 
homes tested were most of them ir 
class which used from 30-60 kw 
monthly, indicating that they did 
own many appliances in the 
place.. 

In addition to these 18,000 cust 
contacts, the home service de; 
ment made 9,000 calls rendering ; 
varied services as answering 
plaints, giving lighting demons 
tions, installation calls (following 
purchase of a major appliance) 
other miscellaneous calls. They : 
conducted over 400 group demons: 
tions and meetings, which more t 
16,000 customers attended. 1 
were cooking schools, lectures 
lighting demonstrations of one 
or another. 

As a by-product of these 27,00 
dividual contacts and 400 gr 
demonstrations, the home service : 
sold $36,000 worth of lamps and s: 
appliances. This was not, how 
the major purpose of their work 

The cost of the home service 
was, in round figures about $40 
Mr. Gale has estimated the returt 
the company in dollar and cent v 
as follows: 

18,000 calls (48 additional 
kw-hr. use annually @ 2¢ 

= 96¢.) This figure is 

probably far too small.).. $1 
16,000 group contacts @ 25¢ 

(Most merchants are will- 

ing to pay this amount to 

get people to listen to their 

NE SEED ks er ccnace ewes + 
1,500 complaint calls @ $2 

(These have been particu- 

cularly effective on high 

service bills—$2 is a low 

WER, Specs cence 
2,000 lighting demonstrations 

@ $2 (This type of dem- 

onstration has been in 

progress for several years, 
hence those now given are 

in scattered territories and 

more expensive) ........ 4 
2,600 installation calls @ $2 

(The girls assisted the 

new purchasers to learn 

the proper use and care of 
new appliances) ........ MS 
$36,000 sales—20 per cent 

SN tae aracas akiames wud oe 


(Please turn to page 92) 
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{mericans are 
HOI CUPIOUS 


(THANK HEAVEN!) 


A CLOSED DOOR is as irresistible to an adult 
American as a closed box is to a baby. 

Americans just have to see what’s inside. They hate 
secret sessions. Mystery. Diplomacy in whispers. 

And it’s a good thing. 

The more they dig into the dark corners, turning 
the flood of their curiosity on political figures, crimes, 
injustices, heroes and villains alike—the better for 
America. 

For when their curiosity is satisfied, somehow the 
soft spots have disappeared. America is tougher, and 
stronger. 


Find the men and women thirsty to know the whole 


facts, neat, and you'll find the Americans who are help- 


| THE SATURDAY EVENING PONT 
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ing to push the country ahead. 

For them, The Saturday Evening Post prints the 
whole story. Not just a fragment seen through a key- 
hole, but a bay window view. For them, the Post is 
“‘America between two covers.”’ 

And this same curiosity, this extra measure of con- 
fidence in the Post, extends to both editorial and ad- 
vertising pages alike. Year after year, surveys serve 
only to reaffirm this fact: that people like to read ad- 
vertising in the Post...that they are more likely to 
see an advertisement there than anywhere else. 
THAT’S ONE REASON why advertisers of household 
electrical appliances—to cite just one field—last year 


invested more of their advertising money in the Post 
than in the next four weekly magazines combined. 
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AIRGARD Window Ventilator 


Airgard Mfg. Co., 609 N. La Salle St., 
Chicago, Ill. 


as ‘ \f + , , 

Eq ed Airmat 
? ‘ 
4 itlet grille 
\ " he d ected 
vnWwa r r side 

" ally designed mot 

entrifugal fan Pp 
t apacity all moving 
urts rubbe ishioned, carefully bal- 
anced as a unit to insure vibrationless 
erat acoustic liners in cabinet 
‘ nate internal noise and prevent 


from entering; fan-speed 
from high to very low provides 
1 over volume of air 

duced into room under all outside 
nperature conditions thruout year 
y t ! in any double-hung 


ing window over 18 in. wide: 





DEEP-FREEZE Frosted-Food 
Locker 
Motor Products Corp., N. Chicago, Ill. 


Deep-Freeze house 1 locke 
storing frosted foods 
’ F “” New refrigerat 
ciple rerant ulated 
yllow ( W ymplete 
I l naintains ze 
npera A pows' load about 
un is ordinary refrigerator; 

t dia iy be set T zero ¢ 
we Si ‘ t-food ymmpartme 
18 diam. 30 in. deep (barrel ca 
acity ) double unit as. 2-barrel 
upacity; double-wall steel cylincde 

24 sq. ft. freezing surface 
: [ ipa type mot mounted 
adle of rubbe lew type, silent 
alve id, m-ring mpress 
ibbe yunted l-cylinde su 
] it 4 Wa we l su 
25 in, heat inte lange init 
( lra init; F-12 (Freon 
igeran I | npartment as 2 
its aluminum vegetable oil paint 
exterior white lacquer enamel stain 
le teel trim ircular cove f 
iut ’ 4 fender tee wit + 
t » ut 37 i 
i vide 
me O228 fat 
2 UM) } 
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HOTPOINT Ironer 


Edison General Electric Appliance Co.., 
5600 W. Taylor St., Chicago, Iil. 


Hotpoint “Priscillaette” port 
) Featur 22 rol au 
mati eat mtro shoe and Il ope 
ite simultaneously by moving finge 
tip mtro eve toward I away 
Iron yperato ressing button stops 
und sta ] idependently of shoe 
for pressing; 1275 watts, 110 volts 
rubber guard around base allows 
roner to be ised on table without 
marring finis| Electrical Merchan 
listy August, 1940 
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SCHICK Shavers 


Shick Dry Shaver, Inc., Stamford, Conn. 
Vodel: New hollow-ground 2-M cut- 
ter head shaver line 
Styled by Raymond 
model heads line 
with gold trim and 
built-in radio stati 
alligator tuckaway cas¢ 
with heather plaid lining. Flyer bur- 
gundy with silver trim and “Whisk- 
its” with soft leather E-Z pack case 
Colonel also available in Dress 
Kit—pigskin-covered metal case with 
mirror in top lid. 
Price Colonel, $15; 
Dress Kit with Col 


Selling Features 
Loewy, Colonel 
ivory plastic 
“W hisk-its” 


suppressor ; 


Flyer, $12.50; 
mel, $17.50; Cap 


iin also available at $9.95 with 
regular Speed King head = and 
“W hisk-its.”"—Electrical Merchandis 
7D August, 1940. 





TOASTMASTER Sets 
McGraw Electric Co., Elgin, Iil. 


Fall line of Toastmaster Sets 
ludes DeLuxe and Standard Hos 
pitality Sets, De Luxe and Junior 





Toast ’N 
W affle mervice 


Jam Sets and Toastmaster 


Selling Features Walnut trays for 
De Lux an Standard sets ; 4 
¢ er dishes f De Luxe set 


Franciscan ware pottery on all sets; 
Standard set has 4 colorful appetizer 
dishes; De Luxe Toast ’N Jam Set 
has 2 covered jam jars and a toast 


plate; Covered jar and toast plate 
with Jr. Toast "N Jam set. 
Snack Bar merchandiser with 3- 


ply veneer shelves and wood brackets 
l1-piece, 


assembled as ready-to-use 








fixture with knotty pine veneer back- 
ground, Early American style free 
to dealers with one of three profit- 
builder deals. 

Pric € De 


Luxe Hospitality _ set, 


$23.95; Standard Hospitality _ set, 
$19.95; De Luxe Toast ’N Jam set, 
$17.95; Jr. Toast "N Jam Set, $8.50; 
Waffle Service, $16.95; Fully auto- 





matic 2-slice Toastmaster alone, 
$16; 1-slice automatic Toastmaster 
alone, $9.95; non-automatic 


2-slice 

toaster, alone, $7.50; automatic waf- 
fle baker alone, $12.95.—Electrical 
Verchandising, August, 1940. 

v 
ABC Washers 
Altorter Bros. Co., Peoria, Ill. 

Vodels: 251-S, 241-S, 231-S. 

Selling Features: New ABC stream- 
lined wringer with triple pressure se- 
lector with visible indicator, instan- 
taneous touch release bar; new ABC 
“turtle-neck” porcelain tub; 27 gal 
capacity; French type agitator with 
rubbing surfaces on wings and base; 
l-piece chassis; 2 h.p. Westinghouse 
oversize motor; white enamel finish. 

No. 241-S 24 gal. capacity; No. 
231-S, 19 gal. capacity; new ABC 4- 


spring suspension wringer with in- 
stantaneous touch release and auto- 
matic adjusting. Automatic drain 


pump available on all models as ad- 
ditional equipment.—Electrical Mer- 
chandising, August, 1940. 
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Model: No. 60 motor-driven brus! 
hand cleaner. 

Selling Features: Extra size, scien 
tifically balanced motor with sel 






GLOBE Range 


Globe Stove & Range Div., Globe Americe 
Corp., Kokomo, Ind. 
Model: No 414( JE S 
Selling Features 
spring seal 
drawer ; 


5-speed surface unit 
oven door; large sery 

2-piece smokeless broiler pa! 
porcelain finish; visual height safet 
control panel; stain resistant 1-pic 
cooking top and back rail; pont 

wrap-around construction; oven 19x] 





x15 in. with bake and broiler units. 
Price “Less than $100."—Electri 
Verchandising, August, 1940. 
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KELVINATOR Refrigerator 


Kelvinator Div., Nash-Kelvinator Corp. 
Detroit, Mich. ppb 


Model: 82 cu. ft. model designed for Wo 
farm homes. 

Selling Features: Provides refrigera- igs 
tion flexible enough to hold 5 gal »1S8 a 





milk can, a tub containing 20 doz 
eggs; 5 half-length removable 
shelves; metal-reinforced rubber mat 
to protect floor of food compartment 
when heavy containers are used; i1 
terior light; crisper; unrefrigerated 
vegetables bin holds 14 bu.; porcelain 
interior with acid resisting bottom 
Electrical Merchandising, 
1940. 
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CADILLAC Hand Cleaner 


Clements Mfg. Co., 6650 S. Narragansett 
Ave., Chicago, III. 





aligning compo bearings; 6-blad 
fan provides increased air volum: 
for off-the-floor cleaning; revolving 
removable, chinese bristle 
Electrical Merchandising, 
1940. 


brush 


August 


— 


1940—ELECTRICAL MERCHANDISING ELE 








Jendix Dealers 


"ido a full years business 
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Bendix sales for the first six months exceed the entire year of 1939 by 14%. 
Here’s proof that the women of America want Bendix. They want Bendix 
so badly that dealers who don’t handle it are finding it very, very tough 
indeed to sell women any other washer that costs over $70. (And who makes 
any profit on washers selling for less? ) 








1 Out of Every 3 Women Is Your Prospect 
When You Sell Bendix 


or A large number of women, typifying normal families, were asked this question 
~~ ... “If you were going to replace your present washing machine, What Make 
i ior |) Would You Buy?” 37% said “Bendix”! Here’s more proof of Bendix’ rapidly 
_ |) growing consumer acceptance—an expanding market-—growing daily—that 
gal is already pre-sold on the Bendix way of home laundering. One woman out 
vable |) of every three is ready to buy, and the other two are up to you! 





: in. | What the Bendix Complete Line and 


oa oe Specialization Mean to You 


| With the addition of a’new, fourth model — the Bendix Utility De Luxe — 
Bendix offers you a line perfectly balanced in price, in features and in sales 
| appeal. There are no price gaps, no big hurdles from model-to-model. Each 
Bendix Home Laundry model is like an arrow, pointing to the next model in 
the line — your prospect’s most logical choice. Each model is built to comple- 
ment the others. Together, the four Bendix Home Laundrys stand as a 
. powerful, competition-smashing front. You profit most by specializing in 
selling Bendix. Write for the Bendix dealer franchise today. 


BENDIX HOME APPLIANCES, Inc., South Bend, Ind. 














; GIANT SALES CAMPAIGN Salesmen, if you haven’t entered the great Bendix 
insefr 


Hobby Derby Sales Campaign, do so now. It’s not 


— HAS MONTH TO GO too late. Valuable merchandise, vacation trips, a 


; $ fine automobile, might still be yours. It’s hot! It’s 
per 75 OOO fun! And it’s a gold mine! Campaign ends Septem- 
lade / ber 14, 1940. If your dealer doesn’t have all the 
_ IN PRIZES AND TRIPS dope, ask him to wire or phone his distributor at once. 














HT 1940 BENDIX HOME APPLIANCES, INC. 
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KITCHENAID Mixer 
The Hobart Mfg. Co., Troy, Ohio. 
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YORKAIRE Heat Units 
York Ice Machinery Corp., York, Pa. 


[ Y e Heat Sta ird O 
Fi i nditioning irnace; Yor 
Heat Standard bole 
i ' e Heat v as-fire 
t y turnact 
Standard 
t t nace ( ine 
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G-E lroner 
General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


\R-17 portable rotary type 





res Weig is 33 lbs 

diam., 22 long; du 

s shoe has 110 sq. in. 
Ace ile lever provides instan 
taneous control; automatic latc!l 
; yntrol pressing position; 
levet may be operated with eithe 
ind: on-and-off and selective con 
temperatures combined in 
single thermostatic heat control 
switch; 1275 watts, 110 volts, 1-piece 


welded steel base; white finish; over- 
all dimensions 28 in. long, 
10 in. deep.—Electrical 


ing August, 1940 


13 in. high, 
Merchandis 





WESTCLOX Clocks 


Westclox Div. General Time Instruments 
Corp., La Salle, lil. 


lodel Baby Ben electric clocks No 
90) and No. 905 

v Features Self-starting; only 

4 in. high; ivory finish with gold 

lored trim; cheerful gong alarm 

auxiliary key for dealer 


rent interruption 


1 tinted numer 





a sweep hand; die 
ned to protect 
ri in lial No 900, $3.95: 


$4,95.—Elec- 
August, 1940 


Luminous dial No. 905 


ADDRESS-O-LITE 


Art-O-Lite Co., 7945 Wellington Ave., Cragin 
Station, Chicago, Ill. 


Device Illuminated house numbers. 
Selling Features Accommodates up to 
moisture proof, non-breakable plastic 





3 in. numerals; single 1-watt miniature 
Mazda bulb illuminates numbers; easy 


to install—attach to push button termi- 


1 


nals of door-bell system 
Price $1 less bulb.—Electrical Mer 
md ) August. 1940 








MELLO-CHIMES 


Mello-Chime & Signal Co., Inc., 127 W. 
25th St., New York City 


Models: Symphony, Longfellow Spe 
cial, Economy Longfellow, Standard 
\ristocrat, New Harmony Deluxe, 
Economy Aristocrat, Economy Mel 
ody, Melody Deluxe, Apollo Aristo 
crat, Apollo Longfellow, Lyric Tenor, 
Standard Melody, Standard Long- 
fellow, Symphony De Luxe. 

Device: All plastic door chimes (cov- 
ers and back plates) designed by 
Gorham Co’s art staff; included are 
Deluxe models of “Plascon” plastic 
and Economy models—no vibration 
yr metallic sounds in plastic; 4 tube 
models with Westminster Chimes, 
long and short tube models; 1 and 2 
door models; and a variety of sound 
bar models complete the line. 

Price: Model illustrated, Apollo Aris- 
tocrat, l-door type $5.95, 2-door type 
$6.95. Other models from $1 to 
$44.50.— Electrical Merchandising, 
August, 1940. 
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AIRMASTER Ventilating Fans 


Airmaster Corp., 4317 Ravenswood Ave., 
Chicago, Ill. 


Models Airmaster exhaust fans and 
suilt-In-Wall Kitchen Ventilators. 
Selling Features: Automatic shutters 
with pressed steel leaves operated by 
a small separate stalled motor, which 
allows individual leaves of heavy steel 
rather than aluminum; shutters open 
straight out, regardless of fan speed; 
shutters operate independent of air 
stream ; the efficiency of fan is increased 

approximately 30%. 

Exhaust fans with super-automatic 
shutters furnished as complete unit 
mounted on panel ready for operation 
in standard sizes from 12 to 30 in. 

3uilt-In-Wall Kitchen Ventilators 
have adjustable steel cabinet to fit walls 
6 to 11 ft. deep; shaded pole induction 
type non-radio interfering motor; 110 
volts, a. c. only; No. 410, has 10 in. 

\irmaster “silent” propeller, 600 cfm. 

capacity; No. 412, 12 in. Airmaster 
“silent” propeller, 800 cim. capacity; 
interior grille white enamel cabinet and 
exterior shutters olive green.—Electri- 
cal Merchandising, August, 1940. 
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M-B Iron 


Manning Bowman & Co., Meriden, Conn, 


Device: “lIron-that-wags-its-tail.” 
Selling Features: Iron with non-kink 
swivel action cord attached directly 
to iron; invisible heat ray thermo 
static control, finger-tip fabric dial: 
handle that right and left handed 
people can grip. 
5-color motion display card avail. 
able for windows with a terrier and 
iron—dog’s tail and iron cord wag 
simultaneously, cut-out puppy with 
sandwich board goes on top of iron 
4s counter attention-getter.—Elee. 
trical Merchandising, August, 1940, 





DOREX Odorsorber 


W. B. Connor Engineering Corp., 
Dorex Div., 114 E. 32nd St., N.Y.C. 


Self-contained, 
odorizer. 

Selling Features: Removes odors by 
drawing in bad air, removing impuri- 
ties and recirculating air at room 
temperature; works on principle 
gas mask; carbon tubes when ex- 
hausted can be renewed; 4. units 
available with capacities from 175 
to 1000 cfm; 110 volt, 60 cycle single 
phase motor; SQ-8 model for aver- 
age size room weighs 15 lbs; capacity 


175 cfm; 11 in. diam, 17 in long } 
requires 30 watt. ( 
Price: SQ-8 $65.; other models from 
$80 to $1600; add $6. for d.c. motor— 
Electrical Merchandising \ugust 
1940. 
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PENN Thermostat 
Penn Electric Switch Co., Goshen, Ind. 


870 Series 2-wire, low voltagt 
heat anticipating or auxiliary heat actu- 
ated thermostat. 

Selling Features: 1-piece moulded Bake- 
lite base designed for 3-pt. mounting 
to eliminate possibility of shorting 
across terminals with stray strands 0! 

low voltage wires; small, powertu 

Allnico magnet in permanent magnet 

snap-acting contact; convenient seale¢ 

calibration adjustment; available 
automatic Day-Nite Control when us 
with Penn’s Day-Nite Tem Clock 
designed for use with all Penn’s sma! 
motor relays and primary controls 
oil, gas and stoker heating servic« 
Electrical Merchandising, August, 194 
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Spoiled food is dangerous food—even for adults. And among 
the quickest foods to “‘turn’’ is the baby’s food— MILK. 


Even slightly spoiled milk can cause serious gastric disturb- 


ances in a baby’s sensitive stomach... sometimes produces 


more dangerous CONSEQUENCES « « « 


ACTERIOLOGICAL TESTS have shown that 
B 45 degrees Fahrenheit is a relatively safe 
temperature at which to keep milk. Anything 
over that makes a lot of difference! At 50° F., 
for éxample, bacteria multiply three times as 
fast in a day as they do at 45° F., by actual count. 
At 60° F., they multiply eight times as fast. So 
Good Housekeeping Institute has officially set 
45° F. as the maximum average temperature 
which the milk compartment should reach in 
a refrigerator, under test conditions. 


That is why, even after it had successfully met 
every other test, Good Housekeeping Institute 
refused to give the Seal of Approval to one model 
of an automatic refrigerator of well-known make. 


7 7 7 


N this particular automatic refrigerator we 
O had made seventeen engineering tests 
with different room temperatures and various 
settings of the control—besides water and 
dessert-freezing tests. 

In our testing “hot room,” with the tem- 
perature 90° F., the milk-compartment tempera- 
ture averaged 48.4° F. with the control setting 
recommended by the manufacturer. The refrig- 


erator was disapproved .. . our Seal of Approval 
refused. 


Good Housekeeping, however, believes it 
serves the interests of consumers best by work- 
ing constructively with manufacturers. Its disap- 
proval of a product is always accompanied by 
the reasons for disapproval . . . and with an 
invitation to improve. 

So, when we disapproved this refrigerator, we 
recommended changes in the control setting 
which would lower the all-important milk-com- 
partment temperature to meet our requirements. 


The manufacturer, as is usually the case, 
was glad to co-operate. He made the nec- 
essary changes in the control setting and 
the refrigerator was finally approved. 


Copies of Good Housekeeping Institute Standards 
for Refrigerators, by the way, are available to 
teachers or any interested persons on request. 


7 7 7 


This is one of a series of advertisements, based on actual 
cases in the files of Good Housekeeping’s laboratories, 
at 57th Street and 8th Avenue, New York City. Here, 
under the direction of Katharine Fisher, Home Econo- 
mist, and Dr. Walter H. Eddy, Biochemist, 56 people— 
chemists, engineers, home economists and others—carry 
on a unique Good Housekeeping editorial operation, 
in the service of the consumer. 


ECAUSE YOUR CUSTOMERS BELIEVE IN ‘THE SEALS OF APPROVAL, AND WHAT THEY STAND FOR— 
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RANKS FIRST IN ADVERTISING REVENUE AMONG ALL MONTHLY MAGAZINES 


ELECTRICAL MERCHANDISING—AUGUST, 1940 


... FIRST ALSO IN ELECTRIC HOUSEHOLD EQUIPMENT ADVERTISING 


Mil the Health of your baby : 
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torce heat from base; warm air trom 
floor rises to ceiling, is drawn back 
an tan rehende ; ut ag: 
ito top, reheated and sent out again, 
G-E Range giving constant recirculation; fan 


may be 


with fire 
have 2 


and 1 


used in summer for cooling 
ff; “dual-port” burner tips 
openings—one for pilot fire 
high fire; self-operating 


Electric Co., Mdse. and Appliance 
Dept., Bridgeport, Conn. 


ED-141 


General 


UM ode Imperial 60 mode for 





, } “v | . capacity rang shutters adjust automatically for 
“Clean Spec 5-heat Calrod sur floor-level heat or natural circula 
ace 1 “ojant” 8-in. 2100 watt tion; fuel saver draft diverter checks 
1250-wa ; re unit 2 sudden down drafts or up drafts; 
vens eft Vet is 2 Calrod units large radiant heat door; adjustable 
‘ 3200 ‘ ver 2200 watts leg velers; lowboy type, dark 
g G ven” type brown finish.—E/ectrical Merchan- 
i \ 16x17x20 varming con df August, 1940 
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npa I it arranged 
broile val 4uton yo >» * 
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EVANOIL Water Heaters 


Evanair Div., Evans Products Co., Detroit, 
Mich. 


ice: Evanoil oil-burning water 
eaters 
Features: 


4 Standard 


tf 
models ; 


Selling 9 models, 2 
and 2 lower priced 
Deluxe units have storage 
apacities of 20 and 30 gal; Standard 
20, 30, 40 and 45 gal.: 
controls; Deluxe models 
ive special door-mounted burner 
assembly, drain cock and cold water 
lrop tubes; Standard heaters have 


WABASH Superflash Midget patented shelf-mounted burner assem- 


ly without drain cock or drop tubes ; 


Deluxe, 


apacities, 


Automatic 





Wabash Photolamp Corp., 335 Carroll St., — models provide rapid hourly " 
Brooklyn, N. Y. veries up to gal.; Lower priced 
models have 20 gal. tanks, shelf- 
[ Superfla “Press 25 mounted burners; 1 model has 3-gal 
. , res Bayonet base bulb emovable fuel tank and barometric 
25.000 lumen seconds valve; manually controlled; Deluxe 
2 necial nstruction for and Standard models white enamel 
‘ ew ncentratine” reflect finish with black trim; lower priced 
ever ' ape: double models dark brown wrinkle finish 
. lea fe coating Electrical Merchandising, August 
i Safety Spo 1940 
rice 5< Electrical Merchandisin 4” 
Aue t 1940, 





~~ 
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G-W lIron-O-Meter 


Gilson-Waage, 216 N. Clinton St., 
Chicago, //l. 


ice: Portable testing unit for elec 


EVANAIR Gas Space Heaters tric irons 


ing Features: 





Pilot light shows if 


Evans Products Co., Detroit, Mich. oe oe 
ron is heating; light flashes on and 
M ode fan-equipped units vary- off when thermostats cut in and out 
' und 3 Standard unit egisters accurate temperature on all 
heats; weighs 4 Ibs 
Large ecially de Pr $9.95. f. o. b. Chicago.—El, 
loa " ised to trical Merchandising, August, 1940 
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Butter Churn Attachment 
Craft Div. The School of Living, Suffern, 
N. 


Device: Barrel type, 5 qt. butter chur 
attachment for use on Merryway or 
Kitchen-Aid mixers. 

Selling Features: Barrel staves of 





white cedar grooved for tight fitting 
held in place with 4 stainless stee| 
bands; 4-blade maple dasher; cover 
has glass window for observation; 
corked opening for draining butter- 
milk and wash waters; cork lined 
cover rim insures against leakage, 
fastened with metal screw fasteners; 
barrel sets into sturdy lightweight 
wood frame, fitted with flange and 
axle that fits into slow speed oj 
mixer; churn makes 90 revolutions 
i butter in 








NESCO Oil Space Heaters 


National Enameling and Stamping Co., 270 
N. 12th St., Milwaukee, Wis. 


a min.; churns about 15 
Device: Nesco kerosene circulating oil min. 
space heaters. Price: $15.—Electrical Merchandisin 
Selling Features: 12 styles of 1- and August, 1940 


) 


2-burner long chimney models 
short chimney burners in 


and 
Standard 


ind Dubl-Hot units; long chimney 
heater with polished steel reflector 
arc that drives heat out through 


front and side louvres and reflects 
action of flame; and a new Nesco 





short chimney combination heater 
vith stove with cooking top are 
recent developments ; bail-handle 
single burner portable heaters are 


also included in line.—Electrical Mer- 
mdising, August, 1940. 


v 





VICTOR Ventilator 

Victor Electric Products, Inc., Cincinnati, O. 

Vodel: Challenger VS-36. 

Selling Features: 8 in. Victor In-Bilt 
home ventilator; automatic, powered 
by Victor motor; ornamental grille 
finished in ivory; Silchrome fan 
blades and weather tight shutters 
2000 rpm. speed and 425 cim.—Ele 
trical Merchandising, August, 1940. 





G-E Refrigerator 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 

Model: PLB6-40. 

Selling Features: Identical in every 
detail with G-E LB6-40 except for 
outer porcelain finish; 6.2 cu. ft. 
capacity; quick trays, vegetable pan, 
water bottle, leftover dishes; vacuum- 
sealed CF-2 condensing unit; 
Thermocraft insulation; Textolite 
door strips and jambs; porcelain in- 
side and out—acid-resistant bottoms. 

Pric ee $161.75.—Electrical Merchan- 
dising, August, 1940. 

v 


+ en 





v 
REVERE Deep Well Cooker 


Revere Copper & Brass, Inc., Rome, N. Y. 
Device: Stainless steel deep wel 
cooker for electric ranges. 
Selling Features: Copper clad bottom 
to prevent hot spots; 5 qt. capacity 
7 in. deep, 8 in. inside diam; com- 
plete with trivet and 1 qt. inset pan 
$12. — Ele trical Merchandas- 
1940. 





Price: 
ing, August, 


K-M Waffle Iron 
Knopp-Monarch Co., St. Louis, Mo. 


Model: K-M 4-in-1 Waffle Iron. 
Selling Features: Separate controls 
for each pair of irons allows settings 





for individual tastes; signals when 
waffles are done. 

Price: $14.95.— Electrical Merchan- 
dising, August, 1940. 
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Let those eleven words sink in! To 
you—as a dealer—they mean more 
™ almost anything else. 

They mean that when you sell 
}Florence Electric Ranges, you start 


joff way ahead of scratch. Because 





more than 50 years of national ad- 
jvertising has been building good 
pwill for your sales—has been build- 
ling the name “Florence’”’ into one of 
, the best known cooking appliance 
— in the world. 


A customer looks at a range on 
your floor. You say: “It’s a Florence.” 


That one word does the work of a 








thousand in bringing home the idea 
that a Florence Electric Range is a 
mighty good range to buy. 

Florence reputation works for 
you. So does the built-in Florence ex- 
perience of more than 65 years. So 
does the mass production value that 
is packed into every range in the 
Florence line. 

You owe it to yourself to find out 
about Florence Electric Range values 
—what this line really enables you 
to offer when you are up against 
tough competition. Mail the coupon 


today .. . you'll always be glad. 


Florence Stove Company - Gardner, Mass. 
SALES OFFICES: 1458-59 Merchandise Mart, Chicago 


45 E. 17th Street, New York 
301 N. Market Street, Dallas 


53 Alabama Street, S.W., Atlanta 


2730—16th Street, San Francisco 


2201 W. Station Street, Kankakee, III. 


FLORENCE 
ELECTRIC RANGES 


Backed by Over 65 Years’ Experience 








illions of Electric Range Prospects 
now and Respect the Name FLORENCE! 





Interchangeable Accessories . . . youcansell 
Florence Electric Ranges with the Seth Thomas 

| Automatic self-calculating 3-way Timer for oven 
or cooker or outlet—or with the Seth Thomas 
Automatic Timer for oven only—or with the 
Time Reminder. All have condiment sets and 
non-glare top lamps. 


Chromalox Surface Units ... another famous 
name! 6 heat Super Speed units on de luxe mod- 
els; 5 heat Heat-Flo units on standard models. 


Extra Large Ovens for Balanced Baking... 
fully insulated, illuminated . . . glass door for 
visibility standard equipment on leading model. 


Thrifty Deep Well Cookers . .. with full as- | 
sortments of aluminum utensils. | 
Generous Utensil Storage Space. 


Welded Steel Wrapper Body...one piece | 
top-and-backguard . . . fully porcelained. 





pate NCE STOVE COMPANY, Gardner, Massachusetts 4 
Send FREE catalog and full information. | 
| Name | 
| | 
| Firm | 
| | 
| Address | 


Six Master Models with interchangeable features that push sales up and hold inventory down 
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and-OFF, and Automatic 








EVERHOT 


RAY-VECTOR BECIRR HEATER 


<& VERHOT 
AY verran 


—— -_— eC —_—_—_—_——_—_— 


| ay Y 








SE RDAEREDEDY 


jo ee | + | | 


Equipped with ON- 


Safety Switch. 


Pac KED with features which 
d sell the shopper, 
Room 


volume 


attract nterest ar 
Ray-vector 
Heater puts new and bigger 
in electric room heater sales for every 
dealer. For the energy employed, 
Everhot is the hottest, fastest-acting, 

st efficient heater on the market. 
ernly different in its pleasing 
design and color scheme. Compact — 
readily portable. Chrome-crescent 
with 40 reflecting surfaces. 


Heat control prov 


ided by the exclu- 





per-deflector, per- 





m stant change from radiant 
to circulated, diffused heat. The 
Everhot Ray-vector gives dealer and 


+} 


salesman the powerful merchandis- 


ing aid of newness, style, efficiency, 
novelty — something to talk about. 
List price $7.95. Stocked by lead- 


ing electrical and hardware jobbers. 


rly yen fanny aaea i nal 


4 
ne 







TWICE THE DIRECTED HEAT 


WHERE IT’S WANTED... 
WHEN IT’S WANTED... 
























40 surfaces set ot scientifi 7 
ongles to give moximum in- | ; 


of directed rays } 





tensity 





Tilted chrome reflector has - J 
' 
| 


reflected 


selected area 





“one of radiant 


ond nvection 









ver w 


ce 
‘ 


TIMED Heat / 


Increase size of sale by selling 










your vstomer on Everhot 
Timer-Clock ($5.95) that will 
turn on the hecter in the morn- 
ing and also turn it off, auto- 
matically Also for electric 
rooster and other appliances 





THE SWARTZBAUGH MFG. CO. 


Established 1884 
TOLEDO, OHIO, U.S.A. 
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NEW MERCHANDISE 








PREMIER Cleaners 


Premier Div., Electric Vacuum Cleaner Co., 
Inc., 1734 Ivanhoe Road, Cleveland, O. 


Models: “Matched Set” Model 51 
and Model 41 Regular. 

Selling Features: Smart new styling— 
green crinkle lacquer finish with har- 
monising bag; motor-driven, _ ball- 
bearing brush on each cleaner; floor 
model has dirt-finding searchlight. 

Price: $39.95 for both 


hand 


cleaners plus 


old cleaner.—Electrical Merchandising, 


August, 1940 








SILEX Steam Iron 


The Silex Co., Hartford, Conn. 


Device: Silex automatic steam iron. 


Selling Features: On-and-off steam con 
trol; visible thermostatic control on 
veel of iron; no bearing 
iron stand; built-in safety valve; 
‘burn-proof” metal gasket between 


liit roller 


sole plate and water reservoir; com- 
bination on-and-off switch and ther- 
mostatic control for accurate temper- 
atures for any material; 1,000 watt 


element; a.c. only; weighs 37 lbs.; 
} 


may also be used as dry iron without 


water in tank 
Price: $14.95.—Electrical Merchandis- 
ing, August, 1940 
v 


LONERGAN Oil Heater 
Lonergan Mfg. Co., Albion, Mich. 
Dez we 
Rotor. 


Selling Features: 


Lonergan Fireside Ventu 
Delivers over 600 
cfm heated air; 1/70 h.p. motor; cast 
aluminum propeller draws stagnant 
preheated air from ceiling off floors 
into heater and releases it cleansed at 


floor level; added features include 
automatic construction throughout; 
electric gun stitch welded cabinet; 


AUGUST, 


Price: E65 


Device: 


Selling Features 
lined flashlights in pilfer proof sockets 


roller seam welded burner an 

tank; chassis like space frame 

porting heat chamber; constant | 
valve and fuel tank; adjustab! 

levellers; finger type dial heat 

trol; thermostatically controlled ; 
peller automatically clicks on 
heat registers 150 degs. and clicks 
when heat drops approximate); 
degs. below this point; voltage 

lizer and rheostat combined 

summer switch with a Cole’s 

governor; 2 sizes: 10 and 13 
burners.—Electrical Merchandis 
August, 1940. 


v 





UNIVERSAL Cleaners 


Landers, Frary & Clark, New Britain, Com 


Models: E65 and E50 tank type clear 
ers. 

Selling Features: Model E65, equi 
with “Tattle Tale” red light t 


flashes when dirt bag needs emptying 


cleaner on-or 
storage kit kee 


toe switch turns 
easier connection; 
attachments handy ; 
and larger gives 
new floor 
No. E50, 
attachments, 
whirlwind super suction, 
germ trap, rubber mounted mot 
with radio interference eliminator 
with 13 atta 


greater capacit 

polisher attachment. 

low-priced model with 
super-intake nozz 


complete 


ments $59.95; E50, with 9 atta 
ments $49.95.— Electrical Merch 
dising, August, 1940 

v 





BOND Flashlight Merchandiser 
Bond Electric Corp., 275 Winchester Ave 


New Haven, Conn. 


Bond vacation 
and flashlights 

Displays 11 stre: 
retailing from 59¢ to 


that takes up less than 2 sq. ft. fi 
space; provides supply 


98¢ comp! 


new tank longe: 


air-seale 


merchandis 


of fresh, date 








Hs 


Chicago Ele 


br Ni 
) Fe 
ng, 


in bea 


- 









al beat 
ise, Cas 
drain or 
inductior 
and mot 
rice $5 
Au; 

H 

; 





| coc 


American | 


—o" & 
frame 2 
ympac 











Flas 


Sierra s 


/ V 





Sond Safety Seal 


with space ior displaying line 
flashlight bulbs for  replacem 
sales; also supplied with handy b 


tery and bulb tester. Vacation Specia 


Merchandiser has Bond assortmet 
No. 8l—consisting of 
96 batteries.—Electrical 
ing, August, 1940. 


Merchane 


batteries together 


18 flashlights 
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HANDYHOT Mixer 


Chicago Electric Mtg. Co., 6333 W. 65th 
St., New York City 


No. AV-103-H Handymix. 








‘ Features: Food mixer for light 
mixing, whipping, stirring, beating— 
n beaters provide aeration; motor 
ind beater lifts off stand for portable 


B use; easy grip handle; tilts back to 


rain or remove mixing bowl; 2-pole 


luction motor; white enamel base 
nd motor housing; Chinese red trim. 


? $5.95.—Electrical Merchandis- 





: 


COOLAIR Twin Unit Fan 


American Cooloir Corp., Jacksonville, Fla. 


Type “O” with built-in springs. 
Features: Consists of 2 type 

“O” fans mounted side by side in 1 
frame and operated by 1 motor; light, 
mpact steel frame, easy to install ; 

| moving parts cradled in patented, 
uilt-in springs; 8 large, slowly-mov- 

g blades in each fan; lower tip 

§ speed and steadier flow of air; v-belt 
s drive; operates in either direction to 
v in or exhaust at will.—Elec- 


VU erchandising, August, 1940, 





v 


Flashlight Bulb Extension 
Sierra Aircraft Co., Sierra Madre, Calif. 
1 Flashlight bulb extension in 

ths from 6 to 36 in. for lighting 
t t pla ces bendable, for in 
ite wiring, to go around corners 


I 254 Electrical Merchandisin 





VICTOR Fan Display 


Victor Electric Products Inc., Cincinnati, O. 


De: : Easel-type rack displaying 
Victor Force Aire exhaust fans— 
VS 218, VS 219, VS 220 and VS 
<<1 completely equipped and wired 
I lugging in; maroon and ivory 

— Electrical Merchandising, 
\ ist, 1940, 





SING 



















PROFITS! 


Why is it that so many smart retailers in your 
field of business are featuring General Electric 
Clocks? Is it because G-E Electric Clocks are 
buile right? Is it because they're styled right? 
Is it because they're priced right? 

Yes, it’s for these reasons and one more 
General Electric Clocks are the fastest-selling 
line of Electric Clocks in the world! 

How can you lose when you pick the winner? 
Get on the G-E Clock bandwagon, now, and 
we believe that you, too, will find “‘Ir’s the 
Right Time for Profits!"’ There’s a wholesaler 
near you who can fill your requirements. If 
you do not know his name, write us direct. 


Ivory, $3.95. 





DOMESTIC—A brilliantly 
stvled metal-cased kitchen 
clock. Available in Ivory, — 


— 


Green, White, Red. Decorat CANDLELIGHT—An exquisitely designed, full-size, wood- 
ive Chrome ribs, Model cased tambour clock. Matched front panels of costly ma- 
2H-10. Retail, $4.95. hogany veneers. Gold-colored hands and bezel, Model 

4H-12. Retail, $9.95 


Also available 


GAY—A trim occasional model that is gay in name and spirit. Wal- 
nut-brown plastic case. Light cream dial. Gold-colored hands, 
Model 3H-158. Retail, $3.50. Also available as alarm, Model 7H- 
118. Retail, Brown, $3.95; Ivory, $4.50. 


6 BRAND NEW NUMBERS 
PRICED AND STYLED FOR 
TURNOVER AND -PROFIT! 


ORDERLY—An inexpensive ALMANAC—An exceedingly 


alarm model in neatly de- attractive calendar clock 
signed case of walnut-brown that tells the time of day, 
or ivory plastic, Model 7H- the day of week, and date 


116. Retail, Brown, $3.50; of month, Model 8H-14. 


Retail, $9.95. 


Model 6B-10. Retail, $14.95 


SADDLE—An original occa- 


vith gong strike, 











> 





sional model featuring a 
smart facsimile leather case, 
Model 3H-154. Retail, $5.95 
Also available as alarm, 
Model 7H-120. Retail, $6.95 


GENERAL ELECTRIC COMPANY, APPLIANCE AND MERCHANDISE DEPARTMENT, BRIDGEPORT, CONNECTICUT 


GENERAL (4) ELECTRIC 


Sey Starting Clocks 
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2 Ati Tyee 


3 MARKS of a GOOD APPLIANC 


They’re presold by a big national adver- 
tising program. So, all 3 parts of the cord 
help you sell Corditis-free appliances. 


The Plug—you can hit with a hammer. 
TheCord—safe,flexible,built forlonglife. 


The Strain Relief—all rubber, perma- 
nently attached to protect the cord where 
it enters the appliance. 


Capitalize these features. Save yourself 
the grief connected with old-fashioned 
cords. Specify Belden on all the appli- 
ances you sell. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago, Ll. 


*CORDITIS a dangerous disease of electrical cords; 
the symptoms are frayed wire and broken plugs. It 
causes severe mental irritation and violent nervous 
disorders among electrical appliance users. 


belden 


s 
PretiD 





Appliance Cord Sets approved by Good 
Housekeeping Institute, listed as standard 
by Underwriters’ Laboratories, Inc., and 
certified by Electrical Testing Laboratories. 










ELECTRICAL CORDS 
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STATISTICAL 





BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 


Holding close to the records establisied 
in April and May, the June 1940 Volume 
of household electric refrigerators 
amounted to 328,882 units, 22.33% in 
excess of corresponding sales of 1939. 
Thus the six months’ total is not only 
32.09% higher than the 1939 compara- 
tive, but also 9.52% higher than com- 
parable sales of the first six months of 
1937, which held the previous all-time 
record for the six months’ period. 


June 1949 


328,882 refrigerators 
June 1939 


; 268,848 refrigerators 
6 Mos. 1940 ... .. 1,868,143 refrigerators 
6 Mos. 1939.... 1,414,261 refrigerators 
Saturation, January 1940 — 13,701,000 
homes, or 56.0°% of total wired homes. 


The following six months’ summary of 
electric refrigerator sales by sizes of 
boxes, covering NEMA members only, 
indicates a gain of 82.22% in unit sales 
of the 6-6.99 cu. ft. models. It is also 
apparent from these figures that the 
6-6.99 cu. ft. models have taken 79.65% 
of the six months’ volume of 1940, con- 
trasted with 57.79% of the corresponding 
volume of last year. 


Refrigerator Sales, by Sizes of Boxes 
(NEMA Only) 


Cu. Ft. 6 Mos. 6 Mos. Qq 
Size 1940 1939 Change 
Up to 4.99 84,651 151,343 —44.07 
5 — 5.99 101,343 273,727 —62.98 
6 — 6.99 1,383,531 759,265 +82.22 
7 — 7.99 21,844 44,257 —50.64 
8 & Over 145,689 85,282 +70.83 





Total Nema 1,737,058 1,313,874 +32.21 


v 


ELECTRIC WASHERS 


In June, for but the second time in 
twenty months, electric washer sales sus- 
tained a loss compared with the compara- 
ble volume of the preceding year. While 
the unit loss was slight, amounting only 
to 5.35%, the dollar volume—at manu- 
facturers’ prices—was even less, or but 
2.73% under the 1939 comparative. This 
was due to the better prices obtained in 
June 1940, which in the case of the $70- 
and-Over models amounted to $6.52 per 
machine. The “average” washer, based 
on June sales, sold for $71.43 in 1940 
versus $69.50 in 1939. 

A review of electric washer sales for 
the first half of 1940 versus the same 
period of 1939, apparent from the de- 
tailed reports compiled by the American 
Washer & Ironer Manufacturers’ Asso- 
ciation, indicates an overall unit gain of 
7.35% for 1940, with the retail dollar 
volume up 11.84%, and average prices 
$71.05 for this year against $68.20 for 
1939, 

By price classifications, the January- 
June 1940 volume shows the following 
comparison with the same period of last 
year: an increase of 15.89% in the $70- 
and-Over models, with average prices 
$107.12 compared with $101.74, together 
with an increase of 29.64% in the $40- 
$49.99 models at average 1940 price of 
$47.78, versus $47.05. The two remaining 
price groups, while reflecting slight de- 
creases in unit sales, sold for consider- 
ably higher prices than a year ago— 
the Below $40 models being .69% under, 
but average prices of $38.63 in 1940 
against $35.90; and the $50-$69.99 models 
short by 4.28% in unit sales, but with 
prices $63.93 in 1940 versus $62.56 in 
1939. 


June 1940 
June 1939 


104,363 washers 
110,266 washers 


AUGUST, 


. 727,790 wast 
677,963 washhe 
Saturation, January 1940 — 14,579 \ 

homes, or 59.6% of total wired homes. 


Washer Sales, by Price Classificatioy 





a 


Aeain it 
of 1940, tk 
u of } 
comparabl 
gressing 2 
ing the | 
NI MA I 

228750 | 
33.99% m 
last year. 
tric range 
of 1940 ¢ 
ot 1939 v 
issue. 
June 1940 


B June 1939 


Average 
Retail . 
Units Price Tor 
Below $40.00 
6 Mos. 1940 48,885 $38.63 <éf 
6 Mos. 1939 49,226 $35.90 7f 
$40.00 - $49.99 ; 
6 Mos. 1940 156,754 $47.78  2I 
6 Mos. 1939 120,918 $47.05 I 
$50.00 - $69.99 : 
6 Mos. 1940 314,835 $63.93 4 
6 Mos. 1939 328,927 $62.56 4 
$70-and-Over é 
6 Mos. 1940 207,316 $107.16 2% 


6 Mos. 1939 
Total 


178 ,892 


$101.74 2 


6 Mos. 1940 727,790 $71.05 
6 Mos. 1939 677,963 $68.20 li) 
v 


GAS ENGINE WASHERS 


Declining 20.78% from compara 
sales of last year, the June 1940 
volume of household gas engine was 
totalled 7,771 units, or 2,039 less thar 
year ago. As a result of the slig 
better prices of 1940, however, the t 
retail dollar value of the June shipme 
was somewhat less than the unit decile 
or but 19.40% under June 1939. It 
noted further, from the June report 
the American Washer & Ironer Mz 
facturers’ Association, that the $70-a 
Over models, while constituting 71. 
of the June 1940 sales, or approximat 
the same proportion as a year ago, so! 
68¢ more per washer. 


June 1940... 7,771 gas was 
June 1939... 9,810 gas wash 
6 Mos. 1940 727,790 gas wash 


6 Mos. 1939. 677,963 gas was! 


v 


IRONERS 


With unit sales of June advan 
3.05% over the 1939 comparative, : 
with average prices $69.24 versus ¥ 
a year ago, the dollar income to mé 
facturers, at retail prices, amounted 
5.35%. Among the various price gr 
of ironers, the June volume represe! 
unit gains of 9% in the $80-and- 
models and of 63.42% in the $30-$ 
models. In the case of the higher pr 
models, the average prices remained p* 
tically uniform with those of June | 
while in the $30-$49.99 group the incre 
per unit sale amounted to $7.00. Ports 
“Below $30” models, while  declin 
3.15% in unit volume, advanced in a¥ 
age price from $25.85 to $27.68. The ® 
$79.99 models also registered a decr 
of 5.78%, but held to the same ? 
level as last year. 

The six months’ comparative pictur 
1940 against 1939, as seen from the’ 
port of the American Washer & Ir 


Manufacturers’ Association, reveals 
overall unit gain of 4.30%, with a | 
gain of 1.74% in retail dollar vo 


resulting 
of $68.37 
for 1939. 


from the lower average » 
for 1940 compared with $ 


June 1940 8,571 iro 
June 1939. . 8,317 w 
6 Mos. 1940 . 63,749 iro 
6 Mos. 1939 . 61,121 w 
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Saturation, January 1940 — 1,552 
homes, or 6.3°, of total wired homes 


6 Mos. 194 
6 Mos. 19: 


A rise 
sales of 1 
of housel 
heaters ( 
bers. 
months’ | 
ing to 5: 
greater | 
last year 


June 194€ 
June 1938 


' 6 Mos. 19 
) 6 Mos. 18 


we 


\ 


The v 
total of 
1940, ex« 
put by 
months 
or 35.46 
January- 

For hi 
ume amc 
of 26.42¢ 
months’ 
17.82% 1 
last year 
try sales 
Manufac 


June 194 
June 193 


) 6 Mos. 1 
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RANGES 


nin June, as in all previous months 

4). the household electric range vol- 
NEMA members exceeded the 

rable output of last year, pro- 

ng 22.55% beyond June 1939. Dur- 

e six months’ period, therefore, 
\NEMA members have sold a total of 
750 household electric ranges, or 
more than in the same months of 
ist vear. A detailed comparison of elec 
inge sales by states for tl-e first half 


“8% of 1940 compared with the same period 


139 will be found elsewhere in this 


§ June 1940 33 , 403 ranges 
S June 1939 27 , 256 ranges 
136 Mos. 1940 228 .730 ranges 
taeM 1939 170 ,704 ranges 
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WATER HEATERS 


\ rise of 9.69% over corresponding 
sales of 1939 was reported for June sales 
vf household electrically-operated water 
veaters (storage type) by NEMA mem- 
bers. With this total at hand the six 
months’ period ended with sales amount- 
ing to 55,102 water heaters, or 18.19% 
greater than the comparable volume of 
last year. 


June 1940 . 11,492 water heaters 
June 1989 ; 10,477 water heaters 
6 Mos. 1940 55,102 water heaters 
6 Mos. 1939 46,623 water heaters 


v 


VACUUM CLEANERS 


The vacuum cleaner industry sold a 
total of 120,200 floor models in June 
1940, exceeding the 1939 comparable out- 
put by 49.02%—thus extending the six 
months volume to 759,779 floor models, 
or 35.46% above the same volume of 
January—June 1939, 

For hand cleaners, the June 1940 vol 
ume amounted to 24,037 units, an increase 
f 26.42% over June 1939—while the six 
months’ volume totaled 171,282 units, or 
17.82% more than in the same period of 
last year. Following estimates of indus 
try sales come from the Vacuum Cleaner 
Manufacturers Association: 





June 1940........ 120,200 floor cleaners and 
24,037 hand cleaners 

June 1939 ; 80,660 floor cleaners and 
19,014 hand cleaners 

6 Mos. 1940...... 759,779 floor cleaners and 
171,282 hand cleaners 

6 Mos. 1939 560,880 floor cleaners and 
145,377 hand cleaners 
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ROASTERS 


Falling short by 3,406 roasters, the 
June 1940 sales of electric roasters 
dropped 20.81% from corresponding sales 
of 1939. This loss was borne in all sizes 
of models—595 roasters of the 7-to-10 
= quart size, 884 units of the 11-15 qt. 
m size, and 1,927 of the over-15-quart size. 
Despite the decreases in the respective 
sized models, however, the over-15-quart 
models represented 91.95% of the month's 
volume, contrasted with 84.59% last June. 

On a six months’ comparative basis, as 
seen from NEMA compilations, the 
roaster unit volume is down 3,424 roast- 
ers, or 4.64%, while the dollar volume, 
at manufacturers’ prices, declined almost 
di ible that percentage or 8.64%. It is 
also noted that the over-15-quart sized 
models constitute 91.70% of the January 
June 1940 volume, against 79.72% last 
y Average prices for the same period 
were $11.07 for 194@, and $11.56 for 1939. 


June 1940.......... ...» 12,962 roasters 
June 1939 ; ..... 13,368 roasters 
5 Mos. 1940 70,299 roasters 
6 Mos. 1939... 73,723 roasters 


MEET A WARM FRIEND OF YOURS 


Your heating-appliance business came to life 
with the discovery of Hoskins Chromel, about 
34 years ago. And today, Chromel is still the 
keystone of that ever-alive market. So, may 
we not say that Chromel and you are old, 
mutual friends? Like any good friend, this 


heating element alloy is faithful. It safeguards 













your good name and never lets you down. 
Chromel in service lasts so very long, there’s 
not much need to speak of it—because its 
durability has long since been taken for 
granted. And Chromel’s performance fulfills 
that faith, as a warm friend of you and your 
customers. So, of course, you specify that your 
devices be Chromel equipped. . . . Hoskins 


Manufacturing Co., Detroit, Michigan. 







HOSKINS 
CHROMEL 


ELECTRICAL HEATING ELEMENT 


USED IN MILLIONS OF APPLIANCES 
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Here's a tip for you — whether you're 
selling washers, ironers, or other motor- 
driven appliances 


When it comes to motors on appliances, 
most women rely on the reputation of the 
motor manufacturer; hence, it is to your 
advantage to sell appliances equipped with 
G-E motors. Women have found from ex- 
perience, or have been told by their friends, 
that G-E motors are reliable. Naturally, 
then, they are quick to accept the G-E 
motor. General Electric, Schenectady, N. Y. 


G-E motors for washers and 
lroners are ‘‘lifetime”’ lubri- 
cated — each motor has suffi- 
cient lubricant to last for the 
life of the washer or ironer 
upon which it is first mounted, 
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ere’sa lip 


that My Wife 


1. I SELL washers and ironers and so 
one night I asked my wife what things 
she considers important about them. 
She gave the usual answers — speed, 
ease of operation, and the others. 


3. THAT WAS A TIP for me — because 
my washing machines and ironers are 
equipped with G-E motors, and people 
know they can depend on that name. 
NOW I always make a point of show- 
ing a customer that my washers and 
ironers are equipped with G-E motors. 


AUGUST, 


2. ONLY REMARK she made about 
the motor was that, since she—like 
most women— knows little about mo- 
tors, she would have to rely on the 
motor manufacturer. 


4. SINCE I’VE been making the G-E 
motor a selling point, I'm finding that 
women readily accept the electric 
equipment as being of high quality. 
And that helps move more washers 
and ironers out of my store. 
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; The Musical Americana program of the Westinghouse Company has been 
shifted to New York on Tuesday nights at 9 P. M. EDST. At the opening night 
we see Frank Kohnstamm, sales manager of the merchandising division; William 

} A. Wright, vice president Fuller, Smith & Ross, Inc.; Roger Bolin, advertising 

‘ manager, Westinghouse merchandising division; Stanley C. Patno, and Allen 
Billingsley, vice president and president, 


Westinghouse advertising counsel. 


WHITING TAKES OVER 
| BUTLER STOKERS 


TARVEY, ILL.—In one of the largest 
‘mergers” which has taken place in the 
Stoker industry to date, Whiting Cor- 
poration of Harvey, Illinois, has taken 
mver the manufacture and sale of Butler 
Btokers. The negotiations were com- 
pleted during the latter part of June by 
Stevens H. Hammond, vice president of 
Vhiting Corporation, and W. B. Hughes, 
Bnanager of the stoker division of the 
Butler Manufacturing Company, Kansas 
ity, Missouri. 
| Mr. Hughes, in a statement released to 
1 Butler dealers and distributors an- 
louncing the transfer of Butler to 
Whiting, informed them that Butler 
found it necessary to withdraw from the 
Btoker industry due to their other lines 
requiring so much of their production and 
Belling effort, and the Whiting association 
assured Butler dealers of a continued 
irce of supply of Butler stokers, parts, 


—— 


end service, and that the Butler stoker 
A 1 in no sense become an “orphan.” 

} “Whiting will serve the Butler dealer 
end distributor as the Butler Manufactur- 
ing Company did in the past” was the 
é ance of Mr. Hammond in his an- 
ement letter sent to all Butler ac- 
x at which time he invited them 
at end the annual Whiting dealer and 
" utor conference which was held at 


Vhiting Corporation plant in Har- 
linois, on June 20 and 21. 





respectively, of Fuller, Smith & Ross, 


A New Start for Musical Americana 





' 


NEW WASHER WEEK 
WINDOW CONTEST 


CHICAGO—Taking a tip from the suc- 
cess of National Washer-Ironer Week’s 
window display contest in 1939, the 
American Washer and Ironer Manufac- 
turers’ Association again will award cash 
prizes in a similar competition October 
19-26, according to announcement by Jo- 
seph R. Bohnen, Chicago, executive sec- 
retary. 

“Identical prizes will be given in each 
of three divisions of stores, classified to 
hold competition on an equal basis,” 
Secretary Bohnen said. “To obtain great- 
est possible enrollment, a special cash 
award will be given to every manufac- 
turer or distributor salesman instrumen- 
tal in first lining up any window that 
proves to be a prize-winner. Windows 
will be judged on the general basis of 
attractiveness and selling appeal. Use of 
the display card to be supplied dealers 
by the manufacturers will not be obliga- 
tory.” 

The judges will be three editors promi- 
nent in the women’s magazine field: Ada 
Bessie Swann, director, Home Service 
Center, Woman’s Home Companion; 
Katharine Fisher, director, Good House- 
keeping Institute of Good Housekeeping 
Magazine, and Eloise Davison, director, 
New York Herald-Tribune Home Insti- 
tute. 


The prize schedule: Class A—Large 
department stores and utilities: First, 
$200; Second, $100; Third, $50; four 
fourth prizes of $25 each. Class B— 


Ther hen Lite Up At Chicago 

















The men who make the Thor-Meadows sales go around for the Electric House- 
hold Utilities Corporation: Rear row, left to right, Roy E. Andree, assistant to 
the president, Meadows Corporation; A. H. Gerhardt, chief engineer; O. H. 
Silberman, Chicago branch manager; J. P. McKenzie, Southern zone manager, 
Memphis; A. W. Davis, treasurer; H. C. Russom, manager, resale operations; 


T. H. Skinner, sales supervisor. 


Second row, left to right, A. W. Richards, 


director Thor Canadian operations; R. G. Chamberlain, vice president in charge 
of West Coast operations; H. C. Jackman, manager, meter washer operations; 
W. H. Knight, vice president in charge of Eastern operations; E, A. Ecke, adver- 


tising manager; D. R. Nighswander, St. Louis branch manager; |. 


president, Meadows Corporation. 


N. Merritt, 


Front row, left to right, Frank J. Simpson, 


assistant sales manager; C. L. Doolittle, Pittsburgh branch manager; John R. 
Hurley, vice president; Eugene Coyro, Detroit branch manager; John E. Gunder- 
son, Los Angeles branch manager; George M. Dickie, San Francisco branch 


manager; Jason Hurley, vice president. 
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Standing—Edward N. Hurley, Jr 
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mFAMILY WASHING “22 7.2" 
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OCTUBER 15-26 


Appliance Shops and Hardware Stores, 
and Class C—Small department stores, 
furniture and all others, same as Class A. 
For “nominating” salesmen in each class 
First, $100; Second, $50; Third, $25, four 
fourth prizes of $10 each. 

“Salesmen contacting retailers in pro- 
moting the 1939 contest turned in more 
than 2,500 agreements by dealers to in- 
stall contest windows during The Week,” 
said Secretary Bohnen. “The promotion 
gave our industry the biggest week’s re- 
tail volume in its history. There is every 
reason to count on a still higher record 
this Fall.” 


E. H. Maytag is Dead 


NEWTON, IA.—At his Shadow Lawn 
home on the shores of Lake Geneva, 
Wisconsin, death came to E. H. May- 
tag, chairman of the board of directors, 
and president of the Maytag Company, 
July 21. 


Mr. Maytag had been ill for two 
weeks but his condition was not con- 
sidered serious. A severe heart attack 


brought the end. His wife and_ family 


were present when he died. Funeral 
services were held in Newton, Iowa, 
July 24. 

Elmer Maytag was born in Newton, 


Iowa, Sept. 18, 1883. He is survived by 


his widow, Ora Kennedy Maytag; a 
son, Fred L. Maytag II, vice president 
of the Maytag Company; a daughter, 


Mrs. Mary Lou McCahill of Pittsburgh; 
a son, Robert, and a daughter, Betty, 
at home. Other surviving relatives are 
his brother, L. B. Maytag of Colorado 
Springs; a sister, Mrs. Lulu Smith of 
Montgomery, Ala., and a sister, Mrs. 
Freda Sperry, of Colorado Springs. 
Mr. Maytag will be remembered for 


the E. H. Maytag Trust Company, a 
$200,000 fund which is for the benefit 
of Maytag employees with continuous 


| employment records of 5 years or more. 
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H. H. Barnes, Jr., 


ance sales manager; 


C. E. Wilson, 


M 


commercial vice-president; 
President; 


rs. 
Andrews, vice-president, inspecting heating devices in new display. 


Earle Poorman, 
Corinne Robinson; 


G-E CREATES PERMANENT 
APPLIANCE DISPLAY IN NEW YORK 





NEW YORI To neet the va US 
eeds listributors, retailers, magazines 
i apers advertising agencies and 
S the (senera Electri Com 
a »] a { and met indise de 
4 ent, | is t idquarters i! 
B t ( 1as_~= established 1 
inen Da te ind up-to-date dis 
av " appliance ducts on the 
twel floor the General Elect 
Buil g, 570 Lexington Avenue at 5lst 
Stree New York City. Mrs. Corinne 
Her lon Robins l, tor several years 
ciated with this phase of the com 
any I 1eSs as ~=been placed in 
ge t ew lisplay center 
e funct f the display will be to 
at all seasons of the year, a com 
‘ arra ¥ G-E home appliances of 
the latest model, together with facilities 
lemonstration ‘and full information 
Re prices of all products as they pre 
va n the metropolitan New York 
market, will be availablk 
The qua in which the display is 
used have been newly decorated and 
equipped with the latest fluorescent light- 
ng. In addition to lighting for the room 
tself, special lighting schemes for the 
rk surfaces of the model kitchens are 
The products exhibited include 
i type I icuum cleaners and, floor, 
ind tank; more than 40 models of el 
tt N ranging ym the massive 
grandfather type to alarms, isionals, 
and wall clocks; electric fans for desks 
und tables, pedestal fans, air ulators 
und cabinet wall types; an assortment of 
G-E plastic products and applications 


kit 


nd 
1ds 


of 


district appli- 
and H. L. 


various | ultra-violet and infra- 
ed health lamps, placed adjacent to 
miortable chairs; the latest G-E tele 
vision receiver, and a complete line of 
ible and console radios and phonograph 
ymbinations; wringer and spin-basket 
washers, flatplate and rotary ironers, and 
tumbler dryers; a complete line of heat- 
ing devices including table-cooking de- 
VICES, ns mixers, and _roasters; 
samples of all G-E refrigerator models; 
electric ranges; dishwashers; disposalls; 
ind three complete electric kitchens, one 
arranged for one-wall installation, one 
for two-wall and one of the packaged 
apartment house type 

This marks the first permanent and 
ymplete display ever set up in New York 
by the Company, established at the in- 
sistence of H. L. Andrews, vice-president 
in charge of G-E appliance operations, 
who felt that there should be one easily 
accessible location in the metropolitan 
area to which any one could go for ob- 
servation, duncastration. and informa- 
tion of the various devices without obli- 
gation of any sort 

“When we are istantly bringing out 
new lines, changing or improving models, 
und expanding services, it is almost im- 
possible for a single retail outlet to main- 
tain any such stock, even if it should 
vant to,” Andrews declared in opening 
the showroom. “One of the disadvant 
ages, perhaps, of our modern distribution 
methods, is that we spread our wares 
over such a diverse merchandising front 
that they are almost never brought to- 
gether in a single place. Some of the 





View of one end of display room, showing refrigeration and radio exhibits. 
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difficulty facing an ordinary customer in 
search of a particular device or piece of 
product information is suggested by the 
fact that it took many weeks of effort 
before we ourselves could assemble here 
in one spot everything we needed to con- 
titute a complete, up-to-date display. 
Now that we have it, it will be kept that 
Way 


NUDIST SALES CONTEST 
IN WASHINGTON 


SPOKANE, 
selling 
} 


WASH.—A red hot range 
campaign on in the territory 
rved by the Washington Water Power 
ompany. It is known as the J. E. E. 
Royer campaign and he has asked all 
employes and dealers to sell another 2,000 
ranges during June, July, and August. 

One thousand three hundred fifty-five 
electric ranges and 1,429 water heaters 
were sold during the first five months of 
this year. 

Considerable interest has been aroused 
among the employes and many side bets 
are flying thick and fast. The most in- 
teresting is in the Spokane Division 
where Art Wegner, Sales Manager, bet 
McElroy, General Sales Manager, 
a new suit of clothes for Art Lewis, Divi- 
sion Manager, that his gang would sell 
10% over quota. 


1s 


( 
I 
I 


Ross 


“Art” 


Lewis rolls out the barrel. 


Art Lewis has offered special prizes 
and feeds for the salesman for making 
monthly quotas. To keep the contest alive 
a wax figure representing Lewis standing 
nude in a barrel has been placed in the 
Sales Department and as quotas are made 
wearing apparel is fitted to him. The 
trousers represent the last 33% of quota. 

All employes are urged to dress the 
boss by sending in tips. Cash prizes are 


given for all tips resulting in sales. The 
year’s quota is 4,000 electric ranges. Dur- 
ing the first three weeks of the three- 
months’ campaign the salesmen were so 
far ahead on the bet that they had 
covered more than one-third of their 
quota and hence, also, secured covering 
for one-third of “the boss.” 
Foster L. Davis to Muncie 
CHICAGO Announcement has been 


made of the appointment of Foster L. 
Davis, formerly of the Southern Indiana 
Gas Company, as head of the major 
appliance department of Banner-White- 
hill Company, in its Muncie, Indiana, 
branch. Mr. Davis formerly lived at 
Evansville. 
AUGUST, 









B. C. APPLIANCE COU 
CIL PLANS TWO FAL 
DRIVES 


VANCOUVER, B. C. Four 
drives are planned for 1940 by the 
Appliance Council of Vancouver, 
A merchandising conclave and refr 
tion campaign were spring and early su 
mer events, while a lighting activity 
planned for September, followed by 
centering of interest on radios later 
the fall. 

The lighting campaign, scheduled 
start on September first, will have as 


! iC 


yer 


object the promotion of the sale 
lirect lighting fixtures. This drive 
aimed to get more dealers to selling lig 
ing and to enable the public to obt 
conveniently the type of lighting that 
being advertised, both nationally and 
cally. The committee in charge of 


event consists of Miss Rae 
trical Service League, E. 
dian General ogg» Company, and 

Hall, Secretary of the Electrical Servi 

League and committee chairman. | 

The procedure will follow that utili 
in all campaigns sponsored by the Hor 

Appliance Council. Publicity natura 

plavs a major part in the program a 
will be in the hands of a committ 
headed by James Lightbody, publi 
manager of the British Columbia Electr 

Railway Co., together with H. Merile 

D. Brooks, J. C. Cooper, P. Fergus 

\. G. Meekison, M. S. Thompson a 

H. Stewart. The regular advertising pr 

gram of dealers and distributors is ma 
the backbone of the campaign, suppl 
mented by special newspaper pages 

publicity laid out by the committee a 

released on dates according to a ca 

paign schedule announced in advan 

New bulletins are sent out regularly dw 

ing the campaign period and regul 

breakfast meetings are held which he 
| to keep up the enthusiasm of merchar 
and salesmen. 

A somewhat similar program is plann 
| for the radio campaign which is schedule 
| to run from September 27 to October | 
| The committee in charge of this event 


Ackland, (¢ 
] 


headed by A. Boyle and includes J 
Johnson, Jas. Hall, Allison Jagoe, x 
| H. Stewart. H. C. Darrock of the Ca: 


| dian General Electric Company is cha 


man of the Council for 1940. Ot 
members consist of M. D. Bro 
Northern Electric, vice chairman, G 


Westinghouse ( 
promotion manag 
Railway Co., and 


Canadian 
Merilees, 
Electric 


Gardner, 
Ltd., H. 
m <x 
Cooper. 

Experience has shown that the act 
ties of the Council serve to augn 
nme! than to duplicate the regular n 
-handising activity of the district 
that they are received with enthusia 
by dealers and salesmen, resulting 
definite increase of sales on the part 
the public. 


_G-E SALES UP 31% 
| FOR FIRST SIX MONTH! 


SCHENECTADY, N. Y.—Net sale 
billed by the General Electric Compa 
| during the first six roe of this yed 
| amounted to $191,619,132, increase 
| 31% over the $146,299, 212 ‘billed i 

corresponding period last year, Preside 
| Charles E. Wilson announced recently 
| Profit available for dividends for 

first half of this year amounted 
| $25,981,572, an increase of 59% over tit 
$16,370,192 of profit for the same per! 
last year. These amounts were equiv 
lent to 90 cents and 57 cents, respe 
tively,, a share of common stock. 

A dividend of 35 cents a share of 
mon stock is payable on July 25, maki 
a total of 70 cents a share in ‘tividen 
for the first six months this year, com 
pared with 50 cents a share paid fo 
same period a year ago. This divide! 
payment will be made to 211,117 s‘oc 
| holders, a record high number. 
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DUN 
FAL 


DOPT STANDARDS FOR 
PORCELAIN ENAMEL 


IINGTON, D. C 
wy the National 


At a meeting 
sureau of Stand- 








June 26 in Washington, D. C 
yposed standard for porcelain 
yn the exterior and interior of 
Irige ators was adopted as modified 
ly s irculation for formal acceptance 
1\ en led 
5 \ Reynolds of the National 
” § Standards served as chair- 
; the conference which was at- 
: by representatives of refrigerator 
turers, distributors, consumer 
itions, the norcelain enameling 
: enameling sheet manufacturers, 
B eg ting laboratories. 
ee \ liscussion, it was agreed that the 
~ 1 standard should become effe 
- new production 30 days after 
1. yuncement of its establishment by 
( National Bureau of Standards. 
al 
st 
Provides Minimum Specifications 
util 
HH This standard provides minimum speci 
atur tions, which include inspection rules 
am | methods of test, for procelain enamel 
mmitt both exterior and interior of domestic 
rub] { commercial refrigerators. The gen- 
Electr il acceptance of this standard, and the 
ferilefmpidespread use of labels certifying con- 
rgus rmity with it, according to its sponsors, 
on 7 improve the quality of porcelain 
ng | nameling and aid prospective buyers in 
is n lentifying refrigerators with this finish 
Sup} Among the consumer groups endorsing 
AgES he standard, according to the volume of 
tee rrespondence received and read by 
a Ca W. Reynolds, were the following: 
var American Home Economics Association, 
rly d American Association of University 
regu Women, National Council of Women, 
cn pnd the Women’s National Institute. 
‘rchan$@l ypical of the letters read was one from 
ertrude E. Fox, chairwoman, Women’s 
plann$@National Institute, which read as fol- 
hedu ws: “We do want to go on record as 
ber wvoring standards and the labelling of 
event #¥efrigerators as conforming to these 
es J standards. Women generally buy with 
oe, a nore confidence when merchandise is 
e Ca elled as conforming to standards pro- 
Ss « nulgated by the National Bureau of 
on Standards.” 
. Tn his introductory remarks, Mr. 
tg’ Reynolds explained the activity of the 
of National Bureau of Standards in connec- 
Manae-Pion with the development of standards 
—_— for an industry. He made it clear that 
the Bureau merely provided the vehicle 
: hy means of which standards acceptable 
to the majority effected by the standard 
mre drawn up. Responsibility for their 
lication and use, he explained, rests 
the will of the majority. 
: 
pa : 
Helping the Consumer 
Harry W. Ewald, Director of Mer- 
indising for the Porcelain Enamel 
titute, in explaining the need for the 
andard, called attention to advertising 
at did not set forth unmistakeably 
ether both the exterior and interior 


: r only the interior of so-called porcelain 


enameled refrigerators were porcelain. 


NTH; 


jAdding further confusion, Mr. Ewald 
t salc@said, the customer herself is unable to 
ompa" BS distinguish between new porcelain and 
is ye synthetic enameled refrigerators. Even 
ease (Bethe experts on porcelain enamel, accord- 
in teeing to Mr. Ewald, are unable to dis- 
resides MS tinguish between new refrigerators of 
cently Sporcelain and synthetic enemaled finishes 
for tat a distance of ten feet. “If these 
ited technical experts can’t tell the difference, 
ver t vhat chance has Mrs. Jones?” Mr. 
perit fi Ewald asked. 
. yi He pointed out that the standard pro- 
C 


for a standing committee whose 
—_ . nsibility it will be to advance the 





of Home Economics, U. S. Department 
of Agriculture. This last member will 
serve as a_ representative of general 
interest. 


BIG AD DRIVE 
FEATURED AT K-M 


ST LOUIS—The Knapp-Monarch Com- 
pany, of St. Louis, led its national group 
of salesmen through four intensive days 
of business drama, in the big Regency 
room of the Hotel Chase here Execu 
tives and designing engineers of the com 
pany displayed a seemingly endless array 
f new products—while A. S. Knapp, 


s and discounts 
inding votes of approval 
Knapp and Mr. Birch Vermillion, 
sales manager, conducted the first three 
days of the meeting. Mr. Robert Knapp, 
in charge of advertising and sales pro 
motion, conducted the activities of the 
fourth day, when the new Knapp-Mon 
arch advertising and merchandising plans 
for the fall and Christmas were 
discussed. 


Enthusiasm reached new highs as page 


divulged price 


president, | 


that brought st 


Mr 


season 


after page of advertisements, most of 
them in brilliant color, were unfolded for 
their first public exhibit \ continuous 
barrage of large ads in national maga- 


zines will be run, starting in September 


and continuing through Christmas. Re- 
tail merchants selling electrical appli- 
ances should benefit considerably from 
the strong consumer selling job these ads 


are designed to do. Double and single 
page ads in this and other trade publica 
tions give dealers a preview of the 
campaign plans, and mounted reprints are 


now in the hands of salesmen 

The Cramer-Krasselt Company, of 
Milwaukee, who cooperated with Mr. 
Knapp in the preparation of this cam- 


paign, took active part in the day’s meet- 


ing. 





Bob Knapp explains merchandising 
material to Knapp-Monarch sales 
force. 


New Home for Chicago 
Dealers 


CHICAGO—No. 666 Lake Shore Drive, 
American Furniture Mart, is the new ad- 
dress of the Illinois Radio & Electrical 
Dealers Association. In expanding its 
quarters, the association has also planned 
to expand its services to members. 

questionnaire sent out to the 917 outlets 
that make up the Chicago electrical pic- 
ture revealed the following sentiment for 


tc fications as the science of enameling | action: 

make advances. Such a committee was ap- 1. 100 per cent of the dealers replying 
vicen™ BS pointed comprised of representatives of | asked for a campaign to get legislative 
' refrigerator manufacturers and | action which would prohibit manufactur- 
£0 itions, four distributor associations, | ing firms in Illinois selling to, or buying 
aN onsumer organizations, two manu- | for, their employees or other consumers, 
. ers of enameling sheets, the Por- goods other than those of their own 

Enamel Institute, and the Bureau | manufacture. 
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Knapp-Monarch Gets Set for Big Fall Drive 






Knapp - Monarch salesmen 

gathered in the Regency 

Room of the Hotel Chase, 

St. Louis, four-day 

session on fall merchandis- 
ing plans. 


for a 





Andy Knapp, Knapp-Monarch, presi- 

dent, receives congratulations on the 

new line from Walter Seiler, presi- 

dent of Cramer-Krasselt Company, 
K-M advertising counsel, 





Ed Bowers and Cory Faude of the 
Cramer-Krasselt Company, K-M adver- 
tising counsel, present the advertising 
plan for the fall and Christmas drive. 


2. 100 per cent—and one gentleman re- 
plied “Hell, no”—of the dealers were op- 
posed to unionization of their radio in- 
stallation and service operations. 

3. About half of the dealers wanted a 
state license for their radio and 
yperations, to be issued under the 


service 


State 


Berres Hoe 
4 a A Ganoexs 


Bob Knapp, Knapp-Monarch advertising 


manager; Arthur Spoerl of Cramer- 
Krasselt, advertising counsel, and Birch 
Virmillion, Knapp-Monarch sales head, 


admire one of the color ads. 





Mac Schoenfeld, NBC, tells the audi- 


ence of the huge network to broad- 


cast K-M's Sunday radio program 
—'Ahead of the headlines." 


department of registration and educatioa 
About 20 per cent were opposed, the 
others had no opinion. Motive for this 
question was to sidestep a political-union 
setup over at the City Hall in Chicago, 
according to J. G. Strader, executive 
retary. 


sec- 
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Samoville’s of Fresno, California 
has been offering housewives a water 
chiller in return for coming in to see 
the new Philco refrigerator, in addi 
tion to the radio-kitchen clock offer 
made by the manufacturer. This store, 
whos ew address is 711 Jay ot., 
refers to itself always as “The Store 
Wit Lucky Address.” 

> * * 

The Fresno Bee of Fresno, Calif. 
re ntly sported two pages of evapora- 
tive cooler and air conditioning ads 
and publicity Among them, Barker's 
advertised a cooler for your car, as 
well as for your home, the I.D.L 


THE WINNAH -- KID COOL 





* KID AIR CONDITION Inc? 
WiLL COOL. “THAT 














Company was ready with 


for all types 


replacement 
oft evapofa- 





parts and pads 


tive coolers, several firms advertised 
evaporative equipment, while office 
buildings theaters, and stores an- 
yunced their desirability because com- 
pletely air conditioned. The newspaper 
contributed a cartoon 
ae 


The Washington Gardens district of 


Los Angeles, a neighborhood of apart- 
ment homes mtaining 202 four and 
five-room apartment units, 1s a com- 
pletely electrified enterprise. Each 
apartment contains an electric water 
heater, electric refrigerator, bathroom 
heater and is wired for an electric 
range. For occupants on year leases, 
electric ranges are installed without 
charge. Representatives of the Los 
Angeles Bureau of Power and Light 


opening to ex 


were on hand at th 
pl the electric appliances 


teatures ol! 





\ trade relations committee 
purpose is to 


whose 
close r co 
various branches 
industry in the Inter 
area has recently been ap 
pointed by the Electrical League of 
Utah. J. Vernon Sharp, representing 
the contractors, is chairman. Other 
members include G. Wayne Stillman, 
representing dealers, | J. Duggan, 
epresenting ; : 


bring about 


operation between the 


% the electrical 


mountain 


wholesalers, B. C. 


W heatlak« representing manufac 
turers, and W. A. Huckins, represent- 
ng +} € it lee ‘ 


ring retrigerator 
he Electric Ap- 
pliance ‘Society of Northern California 





1 
arive red | 


iowed a 70 per cent rease in re 
frigerator sales over a similar period 
for 1939. Particularly gratifying was 
the unit increase in sale of units over 
$150 valu Approximately 1,897 
units were sold in all, of which 49 per 
cent bel ged in the less than $130 
class, 23 per cent ranged from $130 to 
$150, 1 28 per cent w over $150 
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| 13 per 


Western 


NEWS FLASHES 


cent selling for $200 or over. 
Equal contributions by retailers and 
jobbers enabled retail salesmen to earn 
additional bonuses amounting to $412 
during the campaign. Sweepstakes 


prizes amounting to $125 were con 
tributed by the Society 
* * * 


The Utah Power and Light Com- 
pany joined the ranks of western com- 
panies receiving national awards with 
receipt of first prize among power and 
light companies for the best illustrated 
and most humanized annual report for 
the year 1939, in a nationwide contest 
sponsored by Reddy Kilowatt. 


* * * 


Rate cuts which lay the foundation 


for further sales of electrical equip- 
ment are reported from several sec- 
tions of the West. In addition to the 


Seattle reduction, lowered rates are re 
ported from the Washington Gas & 
Electric Company, serving Longview, 


Wash. and vicinity, from the city of 
Ellensburg, Wash and apparently 
more are under way. Hearings are be- 
ing held in Pacific Gas & Electric 
Company territory in northern Cali 
fornia and rumors suggest other re 
ductions before the year is over in the 
Pacific Northwest 


The Electrical Contractors’ Associa- 
tion of Montana, recently organized, 
is headed by A. E Nicolus of Bill 
ings, as president,-Dan Goggins, Great 
Falls as vice president and Oscar Wal- 
ford, Missoula, secretary treasurer. 
The new organization plans to co- 
operate with the Montana Power Com 
pany in its load building and lighting 
programs and will assist as hosts in 
the entertainment of the Northwestern 
meeting of the Inspector’s convention 
to be held in Great Falls in September 

* * * 

R. C. McFadden of the Southern 
California Edison Company is chair- 
man of the Business Development Sec- 


tion of the Pacific Coast Electrical 
Association for the coming year, with 


Ge 
Electric 


Stahl of the 
Company 


Gas and 


chairman. 


Pacific 
vice 
x * * 


Of concern to the 
the announcement of a serious cut in 
the new business budget of the Los 
Angeles Bureau of Power and Light, 
recently adopted by the Board of 
Water and Power Commissions. This 
includes a drastic reduction in the 
Bureau’s advertising appropriation, as 
well as other curtailment of promo- 
tional activities 


Pacific Coast is 


* *k * 


Organized to take 
the manufacturing 
tivities of the Brown-Johnston Whole- 
sale Company of Spokane, Wash. is 
the new Columbia Electric and Manu- 
facturing Company. Eric A. Johnston 
is president and W. E. Lofgren sec- 
retary-treasurer of the new firm, whose 
principal object will be the further 
expansion of activities in Washington, 
Oregon, Idaho, Montana, Hawaii and 
California. The company, which is the 
only manufacturer of electrical equip- 
ment in the Pacific Northwest, will 
continue to occupy its present quarters 
in Spokane. Floor lamps, lamp shades, 
lighting equipment and ornamental 
work are among the products manu- 
factured. 


over and expand 
and wholesale ac- 


* 


A new store for Anthony, Idaho is 
promised by C. T. Williams of the 
Williams Plumbing and Electric Com- 
pany of Ashton, Idaho. Wiring sup- 
plies and fixtures, GE refrigerators, 
Westinghouse ranges, and radios and 
small appliances are to be stocked. 


* * a 


Sale of gas and electric appliances 
during “President's Month” at the 
British Columbia Electric Railway 
Company this year amounted to $80,- 
105, as compared with the figure of 
$67,257 for the equivalent period and 
event of last year. Electrical mer- 
chandise alone accounted for $49,518 
of the total in Vancouver and $12,765 
on Vancouver Island. 





An Electric Kitchen Hula Dance 





It's pretty hard to get away from the hula in the Hawaiian Islands judging 
from this picture which Francis Lyman of the Hilo Electric Light Co., Hilo, 


Hawaii, sends us. 


It was taken at the annual cooking school co-sponsored each 


year by the Hilo Tribune-Herald, the Hawaiian Electric Co., Honolulu and the 


Hilo Electric Light Company. 
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Changes in the organization o 
Utah Power and Light Company »; 
Geo. L. Ellerbach to Ogden as 4 
sion manager and W. L. Faddis 
the position of Southern division sa 
manager at Provo. 


+ - * 
Harper -Meggee, Inc.,_ electr 
wholesalers ot Seattle, Wash., | 


moved to new and larger 
1506 NW Irving St. The new build 
has about five times the floor spa 
formerly occupied by the firm. Am 
the innovations is a miniature theat 
for the display of new products aj 
the announcing of merchandising p| 
to dealers. 


quarters 


Philco Awards a Prize 








In recognition of outstanding result: 
in the field of promotion and publicity 
Sam Diamond, right, of Broome Distribu 
tors Incorporated, Syracuse, is presented 
with the Tom Fizdale trophy by Sayre 


M. Ramsdell, left, director of public 
relations of Philco Corporation. 





Twenty-seven ranges, 42 water hi 
ers, three washers and two ironers 
the record of sales from tips sent in 
Washington Water Power employ 
during one month. 


oa * * 


Every electrical dealer in Lewistor 
Montana took part in the recent tw 
day cooking school sponsored joint 
by the Democrat News and the M 
tana Power Company. Nearly t 
thousand housewives from the ent 
district of central Montana attende 
Electrical equipment for use of 
school and display was furnished 


the Montana Lumber and Hardwa: 
Company, Tierney-Jones Compa! 
Lewiston Electric Supply Compat 


Lewiston Hardware Company, Gan 
Stores, Montgomery Ward and 
Montana Power Company. Food priz 
and electrical equipment were giv 
away at the close of each 


sessio! 


* * * 


Halfway mark of the Electric Coo! 
ery and Water Heating Campalg 
which was a summer activity in nen 
tana showed 61.5 per cent of the quo! 
made, with 774 electric ranges 
rangettes sold, 94 roasters, 34 portab 
electric ranges, 429 electric hotplate 


and 82 electric water heaters. 1 
campaign was scheduled to enc 
July 13. 


* * * 


A trade-in sale was an end-of-!u! 
feature for the Standard Furn:turt 
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IF YOUR PROSPECT STARTS TO 


SEE-SAW... 


tell her about DULUX! 


REG. U.S. PAT. OFF. 


MLL BUY IT 










_ a 
I DUNNO-MAYBE 
| OUGHT TO THINK 
IT OVERSOME MORE 


—s 





— 


i 


OU know the type—either from other salesmen, or 

by bitter experience . . . and how often this kind 
of prospect walks out saying, “Thanks for your time. 
I'll think it over.” 

While we're not claiming a DULUX finish is an ad- 
vantage that will make every prospect start clamoring 
for your fountain pen and the dotted line as soon as 
you say, “The finish is DULUX” . . . we do know that 
DULUxX is one of the finest sales-clinchers ever offered 
to refrigerator salesmen. For it’s the finish women want. 


Visit Du Pont “Wonder World of Chemistry” Exhibits at the New York World's Fair and on the Boardwalk at Atlantic City 
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DULUX has everything . . . gleaming whiteness that 
enhances any woman’s kitchen. It is resistant to chip- 
ping, cracking, yellowing . . . which means continued 
beauty. And DULUX is easy to clean . .. which rings the 
bell with every woman who takes care of her own home. 

Small wonder that so many salesmen make it a point 
to mention DULUX early and often in every sales talk! 
They’ve found it helps sell refrigerators faster. E. I. 
du Pont de Nemours & Co. (Ine.), Finishes Division, 
Wilmington, Delaware. 











DULUX 


REGUS. PAT. OFF 


FINISH 
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“It Bought a Car 


and Learned 


How To Clinch More 


Vacuum Cleaner Sales” 


“Yes Sir! I soon discovered that a good automobile sales- 
man does a lot more than demonstrate his car. He clinches 
the sale by talking about mechanical features—particu- 
larly about the motor—to convince you that his car will 
keep on delivering dependable, trouble-free, economical 
performance for a long, long time. I’m using the same 
idea now, and it’s helping me sell a lot more vacuum 
cleaners, particularly where the man of the house has to 


be convinced to clinch the order.” 


When you sell a cleaner equipped with a Black & Decker 
For 


The Black & Decker Electric Company is America’s most 


motor, you have a real sales-clinching story to tell. 


experienced vacuum cleaner motor specialist. Since 1915, 
Black & Decker vacuum cleaner motors have had an un- 
surpassed reputation for maximum efficiency and dura- 
Every Black & Decker 
motor, moreover, is specifically designed and custom built 
And the 
field of 
men in 


bility with minimum servicing. 


for the particular make of cleaner it drives. 
Black & Decker 


portable electric stands 


name of famous also in the 


tools ace-high with 


practically every walk of industrial and business life. 


When it comes to clinching sales and making satisfied 
customers (as well as protecting yourself against costly 
you can’t beat Black & 


Long years of satisfactory service- 


and troublesome service calls 


Decker motors. and 
the continued patronage of leading vacuum cleaner manu- 


facturers—prove that beyond any doubt. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


BLACK & DECKER 





Specialists in the Design and Application of 
UNIVERSAL 
MOTORS 


PAGE 70 


Company of Salt Lake City. Among 
the trade-ins offered were a $10 al- 
lowance for an old refrigerator, a 
washer or a gas range on an equivalent 
new appliance. 


. * - 


During its 54 years of operation, the 
Denver Electric Institute of the Pub- 
lic Service Company of Colorado has 
told the lighting and electrical appli- 
ance story to 150,000 visitors. The In- 
stitute was opened in August 1934 and 
during the period of its operation has 
carried on a program featuring modern 
lighting, kitchen design, efficient use of 
electric appliances, eyesight conserva- 
tion, and air conditioning. The In- 
stitute has also served as a desirable 
meeting place for sales and other em- 
ployee meetings. 

* * * 


As soon as its present stock of re- 
frigerators is exhausted, the Montana 
Power Company has announced that 
it will discontinue selling refrigerators 
entirely, except to emplovees, in all 
cities and towns adequately served by 
electrical dealers. This follows an ex- 
perimental period during the first four 
months of 1940 during which the Com- 
pany continued to stock refrigerators, 
but offered no compensation to sales- 
men for their sale. The success of this 
plan was evident by the figures, which 
showed that dealers during that period 
had sold 2,150 units, as compared with 
92 which were disposed of through 
power company channels. In towns 
where the coverage of dealers is con 
sidered inadequate to care for the 
necessary promotion and sale of elec- 
tric refrigerators, the Montana Power 
Company will continue to stock and 
sell this appliance at regular list prices. 


* - * 


“For one week only” the Good 

Housekeeping Shop of Reno, Nevada 

cluded a 1940 model table radio with 

the pur hase ot every ( rosley re 

friverator selling at $139.95 or more 
* * * 


During June H. E. Saviers and Son 
of Reno, Nevada staged a “Home 


Laundry Week,” in their new store 
with special prices and the gift of a 
mounted laundry basket with every 


This Washer Saved Two Lives 








washer or ironer purchased during 4, 
week. 
* * * 

The San Fernando Valley, (; 
fornia, reports a building project 4 
175 small two and three-room hon 
each of which is provided wit 
electric water heater, plenty of 
venience outlets and free electric y 
ing for range if requested by 
purchaser. A model home on the tr 
is completely outfitted electrically 


. . 7 


The Wyvernwood housing proj 
of Los Angeles, which provides apar 
ment homes for 1,102 families y 
initially furnished with 1,102 electr 
water heaters, the same number 
electric refrigerators and of electr 
bathroom heaters. Tenants were giy 
the choice of an electric or gas rang 
to be supplied by the landlord 
date more than 80 per cent of tl 
have selected an electric range. 


bec al 
Cooker 
California, s1 
Clary. Reba 

executive  secr 


Arthur Sanford 
president of the Electric 
Council of Southern 
ceeded William G 
Avery was electric 
tary-treasurer. 


recently 


7 * o 


“Five dollars down and three year 
to pay,” with weekly payments as | 
as $1.98 buys refrigerator, range a 
washer, advertises the Star Furnitur 
Company of Portland, Oregon 
three appliances involved in the tri 
sale are of Norge manufacture. 

‘ > * * 

Featuring oil heaters as electric 
pliances was the theme of recent 
vertising of the Montag Company 
Portland, Oregon, whose appeal 
dresses itself to the family which n 
uses electric lights but remembers t 
inconveniences of the oil lamp. 

* * o 


Electric rate cuts in Seattle wl 
permit the use of 370 kw.-hr. for 
have led to considerable advertising 
recently, featuring the City Light s 


tem offering the lowest rates in 
country. “No Seattle home can affor 
to be without electric cooking a 


automatic water heating,’ say the a 





ee 


se ped Si di al et 








This “life-saver" (Easy) washer saved the lives of a mother and child during 


freak Idaho tornado. 


Just before the walls of her farmhouse caved in, Mrs. Jaun 


Uriona pushed her three-year-old daughter under the washing machine and 


crawled partially under it herself. 


Ernest Peck, a neighbor, examines wreckage. 


In front of him is clock from the Uriona home, still running and with glass 


unbroken. 


Insert (upper left) shows section from a postcard picture made by 


a local photographer, who righted the washer for his picture. 
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The world’s best cooking is done with 


-_~ BLALK HEAT 
CHROMALOX 


Guper-Gpeed RANGE UNITS 












The right heat 
FOR EVERY COOKING NEED 


HIGH — a! three 
rimgs energized 
(Note red color 
used to sllustrate 
operation — but 
Chromalox units do 
not glow red in 
service. They are 
designed to transmul 
heat by conduction 
— contact) 


MEDIUM — tuo 
rings only energized 
giting approximate 
ly Ye of High heat 
distributed uniform 
ly over the bottom 
of the utensil 


































RTE Ma 











Famous chefs will cook on nothing but a black top—no incandescent heat for them! 
They demand the delicacy of fine flavor, the juicy tenderness of food cooked with exactly 
the kind of heat that Chromalox units give. That’s why you can offer BETTER COOK- 
ING with Chromalox-equipped ranges! 

Moreover, this better cooking actually costs less than high-temperature cooking, 
because Chromalox units cook entirely by CONTACT. They transmit all of their heat 
to the utensil because they have from 100% to 250‘ more contact cooking surface than 
any other metal-encased unit. 

There’s a double-barreled sales advantage to help you sell Chromalox-equipped ranges 
—better cooking plus cheaper cooking. 


CONTACT COOKING IS 
BLACK HEAT COOKING 






























CENTER — viiddle 
ring only energized 
permitiing the use 
of small utensils 
usth maximum efh- 
coency and economy 
— the exclusive 
Chromalox “two- 
units-in-one’ feature 























LOW — reduced 
wattage over two 
rings only, giving 
approximately 1/6 
of High beat distrth- 
uted uniformly 













LOW CENTER — 
reduced wattage over 
6-im. ring only, per- 
mitting use of small 
utensils with approx- 
imately 1/13 of High 
deat. 


“HOW TO SELL 
MORE RANGES" 


is full of facts that are 
building new profits for 
dealers every day. It's free 
to you—write for it. 





























SIMMER — «¢!! 
three rings at low 
imtensity. giving 
1/19 of High beat. 












100 to 250% MORE 
CONTACT COOKING SURFACE 












Commonwealth Edison 











ate Edwa 
W Ga 1 A. Freeman ha 
} r lent the Com 
, ] Compa ( ig | 
| 
ale i ee 
ement 4 nT f i 
W Freema wh ! 
t related t 1eEW ce Detroit area for one of the leading manu- 
facturers of this equipment. 
Since 1938 Mr. Petrie was president 
and general manager of Barlow & Seelig 
Manufacturing Company, Ripon, Wis- 
msin, and direct of that company’s sub- 
sidiary, the American Ironing Machine 
Company, Algonquin, Illinois 
Kelvinator 
Announcement of the appointment of 
Charles J Coward as director of adver 
sing and sales promotion of the Kel 
ator Division of Nash-Kelvinator Co 
ration was made recently by Frank R 
Pierce, Kelvinator’s general sales man 
Coward, who leaves his post as ac 
yunt executive for the Ralph H. Jones 
Company, Cincinnati, to assume his new 
luties at Kelvinator, fills the vacancy 
left by J. Nelson Stuart, who recently 
resigned to return to sales management 
rk 
> at il department 
1901, Ga \. Freeman successively 
am 4 ( el Me 4 i 
etary + ‘ \ ¢ Pres 
f @ Engineering and Co 
i (hitet ( ympany 
aye J ‘ US i tiv 
rf y is iry 1ou 
i rt erns ywned 
i t I any 
H e Commonwealtl 
( 1933 ead its a 
£ progtran He be 
lustria elations 
‘ 1 lat ate is 
\ P t yd 
Crosley Corp. 
tment of Rob tl Petrie as Cc. J. COWARD 
é ind general sales manager 
\ \ ora I was i 
: p may.  \ Los Cowa nes to Kelvinator following 
. et occ lee years of diversified service in adver 
: . , 1g and sales promotion work. Since 
1936 he has been with the Jones Agency 
vhere as account executive he has di 
ected all phases of appliance advertis- 
and sales promotion for the National 
tLlectrica Manufacturer’s \ssociation, 
e trade association devoted to promot 
g the use of electricity and electrical 
isehold appliances in the home 
Toastmaster 
Ir an endeavor to get closer verage 
both wholesalers and retailers in the 
East Central Territory which was for- 
nerly covered by one’ representative 
working out of Detroit, Toastmaster has 
yw divided this one large territory into 
ree territories 
Mr. C. Y. Goss, who formerly handled 
ROBERT |. PETRIE he territory out of Detroit, is now lo 
ated in Cleveland, Ohio, from which 
wint he covers Northeastern Ohio, 
Vi Petric well known throughout Western Pennsylvania, and Northern 
the ; 1 appliance industrv For West Virginia 
' . e was with the Nash-Kel Mr. A. H Rippas was recently trans 
it Corporation Starting as a dis ferred from the New York office to 
oriet sane © was advanced from one Detroit, Michigan, to handle the State 
enn sition to another till in f Michigan and parts of Indiana and 
1934 i romoted from sales man Onio 
ager e Leonard Division to sales Mr. Harry Dillon, a newcomer to the 
manager tor the Kelvinator Corporation. | Toastmaster sales force, headquarters in 
In 1927 the Kelvinator Corporation | Cincinnati and covers Southwest Ohio, 
anized n finance mpany for Indiana, Kentucky, and West Virginia. 
handling listributors’ and dealers Mr. Arthur S. Miller, who was for- 
tallme ape M Petrie was | merly electrical appliance buyer for R. H. 
é the Kelvinator Sales Divis- Macy & Company, represents Toast 
is sales manag f that activity | master in the Metropolitan New York 
P is ection with Kelvina- | area; and Mr. G J. Mackey, formerly 
t ( at Mr. Petrie was in | of the New York office, is located in 
arg " g machine, bookkeeping | Boston, covering New England and upper 
mac! register sales in the New York State 
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Quiet May 


May Oil Burner Corporation of Balti- 


more, Maryland, announces the appoint- 
ment of Charles R. Collins as sales 
manager. He will be in direct charge of 


sales for all Quiet May oil heating equip- 
ment. He replaces Edward P. Hayes, 
whose resignation is announced. 


Edwin L. Wiegand 
Effective July 1, 1940, Lester R. Ward, 


Dallas, Texas became the direct factory 
representative in Texas and Western 
Louisiana for Edwin L. Wiegand Com- 
pany, Pittsburgh, Penna., manufacturers 
ot Chromalox electric range units and 
Chromalox industrial heating units and 
devices. 

Mr. Ward is a graduate electrical engi- 
neer and for the past twelve years has 
served as assistant to the vice-president 





LESTER R. WARD 


n charge of sales of the Texas Power & 

Light Company, with headquarters at 

Dallas. In this capacity he gained broad 

experience in both the sale and applica- 
tion of heating devices 
lronrite 

Herman A. Sperlich, President, The 

Ironrite Ironer Company, Detroit, re- 


cently announced the promotion of W. R. 
Dabney to sales manager. 





W. R. DABNEY 


Mr. Sperlich stated, “Mr. Dabney has 
been associated with the Ironrite Ironer 
Company since 1927. For the last two 
years under his supervision as director 
of sales promotion, Ironrite has built a 
nationally prominent sales and demon- 
strating organization. He has also suc- 
ceeded in making the ironer picture 
attractive to dealers by showing them 








during the last two years in the face J 
a decline in sales of ironers in our prig 
class has justly earned this promotig 
for Mr. Dabney.” 

The newly commissioned sales m 


ager announced that G. W. Carah hy j 
been appointed advertising managg 
“Due to our increased merchancisiy 


activity it is necessary that we set 
an advertising department in our o 
organization,” said Mr. Dabney. “Mj 





G. W. CARAH 


Cl 


Carah brings to Ironrite a varied « 
perience in advertising and merchand 
ing. He was formerly with the Kelvina 
tor Corporation, Farron Stevens an 
Fred M. Randall advertising agen 
and General Mills, Inc.” 








Invi 
New England Power ditic 
urn 
\. Abbott Laughton has _ been fi 
pointed assistant to L. A. Fiorani, mer ride 
chandising manager of the New Engla buil 
Power Association, with headquarters tails 
Boston, Mass. Mr. Laughton has be : 
— i ; G-E 
manager of the affiliated Athol (Mass 
Gas & Electric Co. for some years, a 
has been with the New England Pow 
system about 25 years. 
Horton 


An announcement comes from Hort 
Manufacturing Company 


factory a! 4 . 
headquarters in Fort Wayne, Indian >¥ tc 
hr x} : skerhe sener: n. on 
through \. E. Askerberg, general ma I store : 
ager, that a new division manager 
been appointed for the northern ( co ae 
fornia territory. 

| pay fo 
| lamps 
: 





A. B. PURSLEY 


This is a promotion for A. B. Pursley A 
who was formerly under the supervision 
of Frank Wallace, district manager 2 
Los Angeles. Mr. Pursley now becomes 
district manager of the Northern Cali- 
fornia territory with headquarters at 5 
Minnesota Street, San Francisco. An addi- 
tional announcement comes from Horton 
Manufacturing Company, Fort Wayne, 
Indiana, through Verne F. Hannon, 
their sales manager, concerning the ap- 
pointment of David S. Carto who will 
now have charge of the southern Indiana 
Division. 

This district was formerly served by 


} 

















how to sell higher priced ironers in vol- | Ed. Jordan who had the entire State phi ey 
ume. Our unprecedented sales advances | Indiana—but with a greatly expan led BR wil! mo 
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| PROFIT 3 WAYS 





More unit sales... 
Bigger unit sales . . 
Merchandise almost 
sells itself with 
G-E LIGHT 
CONDITIONING 
CENTER 


Inviting arrangement of Light Con- 
ditioning Center for appliance or 
furniture store. Inexpensive to set 
up... can be secured in ready- 
built units or plans for a center 
tailored to fit your needs. See your 
G-E Mazpa Lamp distributor. 








en ahi 





HERE’S real money in Light Condi- 

tioning, both for the big department 
store and the small neighborhood store 

. at a very small investment that will 
pay for itself many times over in sales of 
lamps and related equipment. 


HERE’S WHAT IT WILL DO FOR YOU: 
1. Sell more G-E MAZDA lamps and higher 
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UGHT to 
NDIT 
» 1Oning Stavice 
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Th 


wu! move merchandise at a surprising rate. 





eye-attracting service center occupies small space and 
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priced ones, including the new Silvered Bowl 
MAZDA Lamps. 

2. Selldemand-proven modernizers and adapt- 
ers, in enough volume to give fast, profitable 
turnover. 


3. More sales of pin-to-wall lamps, shades,and 
other merchandise in higher price units. 


Your advertising of low-priced fixture and 
lamp adapters, even adapters and shades sell- 
ing from 20 to 25c, will step up department 
traffic and result in additional sales. 


WITH THIS 


SIMPLE SERVICE / 


\ 
\ 


LITTLE INVESTMENT OF TIME, EFFORT OR MONEY 
A G-E Light Conditioning Center gives better 
coordination of merchandise and efficient use 
of display space. The G-E Light Conditioning 
Guide, with its simple, clear-cut recommenda- 
tions as to lamps, fixtures and bulb sizes, 
makes selling quick and easy. 

See your G-E MAZDA Lamp distributor for 
complete details, or tear out the handy coupon 
and mail it today for more information on 
Light Conditioning profit possibilities. 


G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 


Center. 
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General Electric Co., Dept. EM-H, Nela Park, Cleveland, Ohio. 

Please send me the booklet “How You Too Can Profit with G-E 
Authorized Light-Conditioning Service” 
on how we can increase sales by setting up a Light-Conditioning 
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with detailed information 
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and then in the past, synthetic finishes have been tried 


of porcelain. 


























pect—and your selling job is just that much easier. 






















retailer and customer—can depend on LUSTERLITE . . 
Vitreous Enamel Product Company, Cicero, Illinois. 


CHICAGO VITREOUS 
LUSTERLITE He EN 


THEY ALL USE PORCELAIN ENAMEL..... 


According to “Electrical Merchandising” statistics there are 2,500,000 
electric ranges in use today. They all use porcelain enamel. Range manu- 
facturers know there is no successful substitute for porcelain enamel. Now 





on certain parts, 


but every organic finish applied only served to emphasize the superiority 


PORCELAIN ENAMEL MAKES SELLING EASIER 


Getting your prospect to agree with you is the first law of salesmanship. 
And every prospect will instantly agree that porcelain enamel is the ulti- 
mate in a finish. The women know porcelain enamel. They have it on their 
sinks, in their bathrooms and on their ranges—all sorts of places. They 
know its beauty, ease of cleaning, durability. They know it is fadeless, 
scratch resisting, and immune to both temperatures and odors. To talk up 
the porcelain enamel finish, first, gets a nod of the head from the pros- 


ASK YOUR SUPPLIER IF IT IS “LUSTERLITE” 


More and more appliance manufacturers are using LUSTERLITE Porcelain 
Enamels because they know them to be the standard of excellence. 
LUSTERLITE Porcelain Enamel is endlessly durable, positively sanitary, 
scratch and fade proof, everlastingly beautiful. Everyone — manufacturer, 
. . made by Chicago 
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| sales position in the Northern Phila 
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DAVID S. CARTO 






list of dealerships Mr. Jordon now say 
it will require all of his time to tal 
care of the northern part of the state. 


Roberts & Mander 


R. L. Tatem has been transferred from 
the Philadelphia territory and will headf 
quarter in Syracuse, New York, frou 
where he will contact distributors in th 
New York State area. 

Jesse D. Day has been promoted fron 
manager of the Order Department t 










phia territory. Mr. Day will ec 
lealers and 


ey accounts, aS Well @ 
builders in this t 


erritory 


Cincinnati Electric Assn. 





Matt Williams, The Crosley Distrib 





















uting Corp., and vice president of the 
trustees of the Cincinnati Electric Asso- 
ciation, has become president of that or 
ganization, following the recent death of 


Frank Colville, of Westinghouse 
was president. 
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Crosley 


L. B. Pambrun has joined the a is 
tising staff of The Crosley Corporat 
to assist in the handling of creative 
production work, L. Martin Krautte or 
advertising manager, announced recent in 
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L. B. PAMBRUN 
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“Don’t let price govern the prospect’s thinking—or your selling. In these days 
of installment buying it is easy to sell up to quality, and to longer profits. The 
whole price matter evaporates when you explain, simply and directly, that 
the difference between the cheap, unsatisfactory model and the quality, pride- 
ful one is merely a couple or three more payments a year-and-a-half or two 
years from now. And listen: we can’t afford to take a chance on adjustment 
trouble before the last installment is paid. 


‘Some people have the silly notion that porcelain enamel is expensive; that 
the synthetic finish ‘is good enough.’ Nothing could be farther from the truth. 
In the first place, porcelain enamel is not expensive. If it were, it wouldn’t be 
all over bathtubs, sinks, ranges, washing machines, etc. In the second place, 
there is nothing ‘good enough’ to equal supreme quality 


“Get this straight, son,—the all-porcelain appliance (especially refrigerators) 
sels is the safe sale to make. Porcelain enamel is an all mineral substance fused on 
special steel at enormously high temperatures. It is so hard it is impervious to 
autt ordinary household abuse, stains, temperatures, odors or moistures. Spill 
indelible ink over it; leave lighted cigars on it; pour molten lead on it. Pff-ft! 
So what? A damp cloth will quickly restore its lifetime, gleaming lustre. 
Isn’t that worth a couple more payment$ a couple of years from now? And 
don’t forget the extra mark-up your porcelain enamel sale means.” 


PORCELAIN ENAMEL INSTITUTE, Inc. 


612 North Michigan Avenue * Chicago, Illinois 
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50, SELL THE ALL-PORCELAIN APPLIANCE 
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e THESE new Telechron models 
are certain to be _ best-sellers. 


They are designed for eye- 
appeal, priced to sell fast, built 
to give satisfaction. Each one 
is powered by the famous Tele- 
chron self-starting motor. 

Priced to please your cus- 
tomers, Telechron clocks are 
also priced to bring each 
Telechron dealer a real profit. 
Furthermore, it’s a true profit 

for there are no tag-ends to 
a Telechron sale. 

Remember, also, that Tele- 
chron helps the dealer in many 
ways. In addition to national 


advertising, there are effective 





STEWARDESS, Mode! No. 2H09, is a wall 
clock for the kitchen. Available in a choice 
of colors, chrome with ivory, green, black, 
white, red or all chrome. Retails at $4.95 





ATTENDANT, Mode! No. 7H85, is a popu- 
lar alarm clock priced to turn over fast. 
This model is a best-seller everywhere. 
In brown plastic case, it retails for only 
82.95. Ivory-colored case is $3.50. 
Dispatcher, with luminous numerals and 
hands, is $1 more. 





INVESTOR, Model No. 3H93, is a grand 
new conten in mottied brown plastic with 
vertical flutings. Sure to be a good seller 


Retails at 83.50 


Telechron 


Reg. U. S. Pat. Of. 


counter and window displays, 
arresting sales aids, direct mail 
material and other sales helps. 

See your Telechron distribu- 
tor today. Ask him about the 
new models, the new sales 


helps, the liberal profit margins. 


WARREN TELECHRON COMPANY 
Ashland 


Massachusetts 





BARRINGTON, Mode! No. 5807, is a tam- 
bour model in brown wood with a darker 
wood base. Retails at 89.95 





BANCROFT, Mode! No. 3H89, is a new 
design in brown wood, with side flutings 
of lighter wood. Four gold-colored metal 
feet. Retails at $6.95 





NEW TELALARM, Mode! No. 7H93. An 
alarm in silver or ivory colored meta! case, 
retails at ®4.95. Gold-colored case, 
$5.95. Talisman is the same design with 
translucent, electrically illuminated dial. 
Silver or ivory colored cases, $5.95. Gold- 
colored case, $6.95. 





CONDUCTOR, Mode! No. 7H1!03, is a new 
alarm at a popular price. Mottled brown 
plastic case retails for only 83.95 
In ivory-colored case it is priced at $4.50. 


SELF-STARTING 
ELECTRIC CLOCKS 











1940. 





GET THIS SALESWINNER DISPLAY 


This new Saleswinner display piece will be given 
FREE with the purchase of any !2 Telechron 
clocks. It is metal and wood, sturdily built, beau- 
tifully finished—a permanent display for your 
Telechron counter. This offer expires October 31, 
See your Telechron distributor today. 











Norge Men Take to the Air 


Busy sales executives of the Norge Division, Borg-Warner Corporation, con- 
stantly ride the highways of the air. One of them, Lee Cox, western sales man- 
He has owned nearly a dozen planes in 
his 1! years and has done 170,000 miles of business flying. Cox is shown here 
(holding map) at the Detroit City Airport ready to take off for California in his 
latest ship, a three-place Stinson. With Cox are: left, Howard E. Blood, president 


ager for Norge, pilots his own ship. 






























and general manager of Norge; right, Peter Sues, sales manager for the Leo J. 
Meyberg Company, Norge distributor at Los Angeles, and William Lancaster, 
appliance sales manager for the same organization at San Francisco. Cox plans 
soon to fly them through their respective territories. 


STUDY PUBLISHED OF FINANCE 
COMPANIES PROFITS AND PRACTIC 


NEW YORK—Sales finance com- 
panies, whose principal business is the 
financing of retail instalment sales, as 
a rule realize a high rate of return on 
their invested capital. For national com- 
panies the rate of return is generally 
higher than it is for regional and local 
companies. 

The foregoing are two of the import- 
ant conclusions reached in a study pub- 
lished recently by the National Bureau of 
Economic Research, New York under 
the title Sales Finance Companies and 
their Credit Practices. [One volume 
price $3.00.] The authors of the report 
are Professors W. C. Plummer and 
Ralph A. Young, of the financial re- 
search staff of the National Bureau and 
the University of Pennsylvania. Their 
report is one of a series on consumer 
instalment credit being prepared by the 
National Bureau's financial research staff 
under the general supervision of Pro- 
fessor Young. 

“Since its beginning the business of 
instalment financing has been a highly 


profitable one,” says the report, “\ 
a very low rate of failure among : 
companies engaged in it. In 1937 t 
net profit of a representative group 
sales finance companies was about 
percent of total assets, slightly hig 
for the nationals, slightly lower for t 
locals. 


“In relation to owners’ invested capit 


it amounted to 19 percent for the 
tionals, nearly 15 percent for 


regionals and 14 for the locals, the vari 


tion being due largely to differences 
the capital structures of the three ty 
of companies. 


| “But in a consideration of the prof 
ability of an entire business, profits a 
properly computed in percent of tou 


capital employed, including borrow 


funds. On this basis 


independent sales finance 
(regionals and locals), 6.5 percent 
those that were factory-preferred, 
5.6 for the one under factory contr 


FireTender's Road Show Hits Detroit 

















Hard working Frank Hoke, general manager of Holcomb & Hoke Mfg. Co., 
builders of the FireTender stoker line, is having splendid success with his dynamic 


FireTender Road Show. 


He has already held shows in a dozen cities. This shot 


was taken at the FireTender Michigan Company's offices, 458 W. Jefferson Ave. 


in Detroit, Mich. 


AUGUST 
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Federal Tra 
Commission data indicate that in 1 

| average net profit was 7.9 percent for t 
companit 
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Reasons for Good Profits 


(),. reason for the relatively high and 
a stable profit rates of sales 
a! ympanies is the fact that there 


for two decades an expanding 
rket for their services. Their ability 


re e operating expenses and increase 
rges in periods of cyclical decline in 
lume is another reason. And a third 


the low interest rates on borrowed 
nds that have prevailed during the past 
y years. But the profit rates that have 
sisted among sales finance companies 
snot be wholly wundersood without 
ssideration of the competitive condi- 
ns that have characterized this 
siness 

‘In the sales finance business compe 
ion takes forms quite different from 
at might be expected if the transaction 
bre effected directly between finance 
mpany and purchaser, with no other 
erests to be satisfied. In fact, it is not 
imarily the consumer who has led the 
ance companies to compete with one 
other in regard to such matters as 
arges, which are presumably of para- 
wunt concern to the consumer 





on- ‘As a rule the latter is mainly inter- 
an- ted in acquiring immediate possession 
in the commodity he is purchasing, and 
ere Pm ignorant of other, possibly more ad- 
his ntageous, credit arrangements, or even 
lifferent to credit possibilities other 
"3 those conveniently presented to him 
ter 
ans | Consumer Won't Shop for 


Finance Terms 


Moreover, even if by shopping around 
wuld find a finance charge, say, 15 or 
percent less than the one offered him, 
is likely, especially if he is not among 
e lowest income groups, to feel that 
s total investment is already so large 
at the resultant few dollars’ saving is 


1 


t worth the effort Such factors as 
















» se undoubtedly reduce the incentive of 
939 les finance companies to engage in rate 
vl mpetition 
rouf “Dealers, however, have to compete 
bout rongly for consumers’ business. In the 
UE tomobile field the lack of standardiza- 
Tor “in in the value of used cars is a special 
ise of retail competition, and not in- 
s a equently the dealer must make an un- 
the ise overallowance on a trade-in if he 
rd pes to keep his customers. And he 
€ valéB@ay have to allow a smaller down pay- 
nce ent or a longer contract than he feels 
cet be justified. 
“This situation too is likely to be re- 
> PE cted- in what the customer pays, for 
mit é e cost of such dealer practices is partly 
ol mpensated by dealer participations in 
= e finance charge, and may be com- 
_ In nsated also by a packed sales price for 
in | é new commodity the consumer is 
tor ying 
mpat 
ent } 
ed ; Growth of Competition 
nit 


It is not to be denied, however, that 
the consumer derives some benefit from 
lance company competition, partly. be- 
Guse he is learning to be more aware of 
@mparative charges, partly because in 
®@me fields the manufacturer has an in- 
rest in the financing arrangements 
fered for the instalment purchase of his 
0ds. 
“In recent years sales finance com- 
mnies have met increasing competition 
m other consumer credit agencies. 
ew institutions, particularly commercial 
nks and industrial banking companies, 
ve entered the sales financing field, and 
w rivalry has developed from alterna- 
ve methods of consumer instalment 
Mancing, such as direct cash lending. 
iso, the dealer himself may undertake 
le financing of instalment sales, thus 
Breatening the business of all the 
cialized credit agencies. 

“The extent to which the sales finance 
/mpany will withstand the rivalry of 
mese various institutional competitors is 

bably dependent mainly on the extent 
which it excels them in having capital 














sources available for a specific purpose, 
0. in ng an organization geared to the 
mic cecures required, and in possessing a 
hot Bore of experience in regard to the intri- 
wot Rte problems of contract terms and 
ve fa: charges.” 

















THE ONLY OIL HEATER WITH PATENTED 
Syucra-Matic Mechanical Draft ! 


No voice can challenge the advantages of Syncro-Matic Mechan- 
ical Draft! To cite them is merely to make a statement of fact. 
Already, this new development in oil heating has opened new 
fields to the dealer . . . because it has set entirely new standards 
of performance. Not only are hard-to-heat homes, and homes 
with weak chimneys brought within your reach—but there is 
real opportunity to step up your average sales! You yourself 
know how much easier it is to sell better equipment than to 
try to step up a sale merely with deluxe features. Even your 
customers who already own oil heaters will be quick to see the 
advantages of this new development—will provide you with 
replacement sales long before they'd ordinarily buy a new 
heater! You will want to know more about this revolutionary 
new development. Mail coupon today for complete information 
—and your FREE copy of Quaker’s twenty-page book 
“Tomorrow's Heater TODAY!” 


QUAKER MANUFACTURING COMPANY 


233 WEST ERIE STREET + CHICAGO, ILLINOIS 
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FACTS 


stand 
unchallenged 











Mechanical Draft saves 20% TO 35% IN 


OPERATING COSTS! 


Draft ASSURES FULL CAPACITY 
IN ANY INSTALLATION! 


Draft ELIMINATES THE CAUSE 
OF 80% OF ALL SERVICE! 


WUANER desea’ 








QUAKER MANUFACTURING COMPANY 
233 W. Erie Street, Chicago, Illinois 
Gentlemen: Without obligation, please send complete 
information on Quaker Burnoil Heaters for 1941 — 
including full details on exclusive SYNCRO-MATIC 
MECHANICAL DRAFT. 


a a 


Address. 





a ee a eee 
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AMERICA’S FINEST ELECTRIC BROILER 





IT’S COOL, ROOMY, FAST, ECONOMICAL 


¥ Bron KING is the ideal appliance to feature in your promo- 
tions at every season of the year priced right for biggest 
volume. built right to give your customers the satisfaction 
of delicious broiled foods without heating up kitchens 
eooks fast. uses little current. BROILKING is more than a 
perfect gift item, it’s an everyday money-maker tapping a 
NEW appliance market that has hardly been scratched. =~ 
of table broiling is growing daily and BROILKING 


popularity ' i “ 
.s you more to talk about in design, workmanship, 


quality give ' Sd 
materials and selling features than any other broiler line. 
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NEW BOOKLETS ISSUED 


HOTPOINT 


“Science Banishes the 


Dishpan!” is 
he name of 


Hotpoint’s new visualizer 
homemakers, containing provable 
tacts and testimonials on Hotpoint Elec- 
tric Kitchen Sanitation Equipment. This 
book compares old-fashioned dishwash- 
ng—both hand-washing and early auto- 
matic methods—with the perfection of 
he modern Hotpoint electric dishwasher 
id Calgonite, the compound 
which conditions hygienic 
cleanliness. With a profusion of photo- 
graphs, it shows how and why modern 
Electric Dishwashers and Kitchen Waste 
Exits banish two of the most burdensome 
household tasks, and do it efficiently and 
economically. 


scientific 
dishes to 


WESTINGHOUSE 


\ new 20 page profusely illustrated 
booklet which contains many valuable 
and helpful hints on modernizing light 
ing on the farm has just been announced 
by the Westinghouse Electric & Manu- 
facturing Company. This publication 
combines a simplified and helpful manual 
with a catalogue, thus it contains com- 
plete information, not only on what may 
be used, but also where it may be ob- 
tained and how much it costs. 

Copies of booklet A-3351, “Light Up 
and Live On The Farm” may be ob- 
tained upon request from Dept. 7N20, 
Westinghouse Electric & Manufacturing 
Company, East Pittsburgh, Pa. 


WABASH 


All revisions in the Wabash Superflash 
and Superflood photolamp line, together 
with the latest up-to-date flash and flood 
exposure information and tables on the 
new Superflash bulbs are contained in 
the new Wabash bulletin form 724P just 
released. Write for your copy to Wabash 
Photolamp Corp., Brooklyn, N. Y. 


THE HART MFG. CO. 
A new Bulletin No. 21-A just pub- 


lished, describes the latest types of 
“Diamond H” Heater Switches, Ther- 
mostats, Toggle switches for warming 
ovens and Convenience outlets for elec 
tric ranges and appliances. This bulletin 
covers many improvements and the new- 
est developments with wiring and instal 
lation charts of the above “Diamond H” 
devices for use on the fall campaign and 
1941 electric ranges. 


AIRMASTER 


Recently issued is the 1940 catalog 
the Airmaster Corporation, 4317 Ray 
wood Ave., The booklet 
tains complete information on th 
pany’s line of attic ventilating syst 
commercial exhaust fans, residence 
tilators and air circulators. 


Chicago. 


HOTPOINT 


To help the retail salesman undersy 


completely and be able to demonst; 
intelligently the “Hi-Speed” Calro 

ing units on the 1940 Hotpoint rang 
Edison General Electric Appliance ( 


pany have brought out a new bookle 


the Hotpoint Calrod Visualizer 
Visualizer describes and _ illustrates 
the outstanding sales features of the» 
units. 


TOASTMASTER 


\ new broadside 
Toastmaster “Snack Bar” and some; 
sales and price combination offers 
been issued by the Toastmaster P: 
Division of McGraw Electric Co.., 
Ill. The broadside is printed in 
colors and contains complete informat 
on the line. 


ALTORFER BROS. CO. 


washers for homes without ¢ 
tricity has been issued by Altorfer Br 
Co., Peoria, Ill. 
the quick change-over possible from ¢ 


farm 


engine to electric motor once high-li 


are erected. Ask for folder A-662A 


PERFECTION STOVE 

Many suggestions for effective 
cedure in the profitable merchandising 
oil burning space heaters is contained 
a 14-page paper of tabloid newspa 
style issued for dealers by the Perfect 
Stove Company Cleveland, Ohio. 

Known as the “Dealer Help Bullet 
and described also as a “catalog of | 
advertisements and sales aids,” the 1 
lication includes articles on ways to 


sure user satisfaction and to avoid ov@l 
selling of a kind that is likely to cre 


dissatisfaction. Particularly helpful 
salespersons is an article entitled “Ef 
ency and Cost of Operation of Pot T; 
Space Heaters” in which Perfecti 
chief engineer i 
heating capacities and efficiency 
of heaters. 


Speed Queen Stages Summer Convention 


Approximately fifty sales representatives of the Barlow & Seelig Mfg. Co. 
gathered at the home office at Ripon, Wisconsin, on June 25 for the annual 
summer sales convention, Sales manager, L. W. Ryder, announced prize winners 
in a sales contest and stated that with the six-month period not quite over, the 
company was close to 50% of a quota which was set up at the outset of the 


year. 
Queen history. 


AUGUST, 


Attainment of the quota would make 1940 the biggest year in Speed 
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MR QUICK HEAT 











MORE FAL 
PROFITS 


WITH THIS NEW 


2 FOR I 
“QUICK HEAT” 
SALES PLAN 





@ There's a wide-open market for Oil Heaters—and the famous 
Quick Heat line offers wide-awake dealers a chance to chalk 
up some nice extra Fall profits. 

Your customers will be attracted by the beautiful, streamlined 
QUICK HEAT models, in sizes for every need. Designed for 
high heating efficiency, to give quick, clean heat that’s safe, 


healthful, economical. 


COMPLETE CAMPAIGN PACKAGE, Here's a carefully work- 
ed out promotion to help you bring in mew customers—and 
extra sales to o/d customers. Includes displays, mailing pieces, 
newspaper ads and other sales-builders. And a Mystery Key 
Contest with a complete outline of promotion suggestions. 


AMERICAN STOVE COMPANY 


MAKERS OF MAGIC CHEF GAS RANGES 


aa TEAR OUT THIS COUPON NOW! —_ 


American Stove Company, 
1295 Long Ave., Lorain, Ohio 


Please send details of new QUICK HEAT 2-for-1 Sales 
Plan and Mystery Key Contest. 


Name 
Company 


iddress 
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Home Service Clinics 





carefully controlled, which indicate 
that thermostat control comes 
within required limits and that struc- 
ture and operation comply with 
standards. In addition, each model 
is given scientific cooking tests plan- 
ned and supervised by Mrs. Sch- 
weitzer, showing just how it handles 
the baking of a four layer cake; the 
baking of two sheets of cookies at one 
time; the handling of a cold oven 
meal, including meat loaf, bread, 
baked apples, carrots and potatoes; 
the baking of biscuits; and the mak- 
ing of baked custard. These opera- 
tions are carried out under test con- 
ditions, with standard quantities, pans 
and temperatures, until a record is 
available of optimum operating con- 
ditions for each type of range. These 
facts and figures are available for the 
home girls, who thus are 
enabled to know exactly how to deal 
with each brand of equipment before 
they meet it in the customer’s home. 
This means that they know just what 
results to expect from given utensils 
placed at given positions in the oven, 
with foods prepared in standard ways, 
and can therefore speak with author- 
ity as to the desirable methods to be 
used. 

Equally important is the 
ing” portion of the home service girl’s 
task. The Bureau offers demonstra- 
tion service to its dealers, with the re- 
sult that the girls handle from sixty to 
eighty demonstrations a week. These 
are planned for small groups of actual 
prospects, with usually not more than 
twelve in the audience. It has been 
found that a really intimate atmos- 
phere can be created in such a small 
group, with the result that the women 
enter into the program, ask questions 
and reveal their real interests. 

The standardization of such dealer 
demonstrations has been provided for 
by weekly “clinic” meetings of the 
home service staff. These are held 
at the Bureau’s test kitchen on 
Wednesday afternoons. At each meet- 
ing one of the girls is chosen by lot to 
prepare a demonstration procedure 
for the following meeting, and two 
other girls are selected to put it on 


oven 


service 


“pre-sell- 
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before the group. The plan i 
in consultation with Mrs. Schwej 
and is carefully drawn up, lists be 
made of the equipment and auxilj 
articles required, of the food wh 
must be on hand, of the operat 
which must be performed before 
demonstration commences, and 
exact procedure of presentation. 
the following Wednesday, this deny 
stration is then put on before the, 
ceedingly critical group of fel 
workers. Each girl in the audience 
provided with two forms to fill ; 
during the course of the performay 
One of these covers the demonstratj 
itself, which she is asked to rate 
the menu selection, whether the | 


ance is good, appetizing and no Three 
tious; on the preparedness for | General 
demonstration before hand, on Maurice 
arrangement, dishes used and g; Section; 
ishes; on the appearance of the { Mrs. Ru 
products—color, shape and textugm Phine L 


on taste; and on timing. Eacl 
these is given a percentage w 
adds up to the final rating for 
demonstration as a whole. 7 
papers are signed and turned in at: 





7 ; : knows | 
close of the meeting. If the rat vane 
a ° tratior 
of the demonstration as a whole (am, ie 
=e that pres 
ures out at 75 per cent or bette. ay 
is adopted as a standard demons Th es 
: ; 7: . Bathe det 
tion, written in final form, min aes 
graphed and entered in the note! . sae 
of each girl. , Siete 
Bose ae . e an at 
This procedure in time builds uw iat tes 
excellent group of demonstratiogjgy nl 
° P . prospec 
varied in character and suitable om te 
*,: - yaci 0 | 
every season or condition. Evgm. anal 
. P . : pir not 
item of each program included in‘ ae 
collection is carefully prepared, . on 
. . . F brea mi 
that the girl with such a sheet in " 
: , PEese pract 
binder can approach a dealer witht, ; | 
ll the a 


knowledge of just what she has 
offer. She can select a demonstrat 
which emphasizes some special featu 


n, not oO 
her abil 


i = d ce of ot! 
of the range, if that is what he @m , . 
; . . s defects 
sires, she can tell him with certagm, te 
‘ . Ip he 
just how long the demonstration ¥ In this 
take and exactly how much it “4 h 
f “Ras. : art has 
cost for a given number of prospey g on 
e 0 


The dealer for his part knows ¢ 
actly what he is contracting for 4 
what the proved results will be. | 
matter how small his store may 
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“THIS SURPASSES ANY ‘STRIPPED’ MODEL ELECTRIC REFRIGERATOR ON THE MARKET” 


LECTR 
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Home Economists Visit G-E Institute 


is m 
~hwej 
Sts De 
auxilj 
xd wh 
peratiy 
efore 
and 
ion. ( 
Ss dem 
e the 
f fell 
dience 
» fill g 
ormar 
nstraty 
» rate 
the | 


id ny Three well-known New England home economists recently visited the new 








for | General Electric Institute at Bridgeport, Conn. Left to right: Miss Emma 
on Maurice Tighe, Boston Edison Company; Miss Louise Leslie, G-E Heating Device 
nd gygie Section; Miss Margaret Holly, Public Service Company of New Hampshire; 
the Mrs. Ruby G. Littlefield, G-E Home Laundry Equipment Section; and Miss Del- 

nent phine Lenchen, Public Service Company of New Hampshire. 

Eac 
e w Z 

for 

T 

my “Ee knows that he will obtain a dem- now laid almost entirely on small 
aa | tration just as telling and effective groups, the number of prospects being 
t us, Wagthat presented in the largest depart- held if possible to not more than 
— it store. twelve. Food is served to people 
wie The demonstrations, of course, give after demonstrations, rather than 
Pees girls an excellent opportunity to being displayed attractively. Gar- 

: / how to conduct themselves be- nishing has been discarded as a waste 
— an audience. After facing the of time, but instead the final product 
_ ae cal eyes of their fellows, a group is cut into small portions and served 
itable prospects seems easy. Their ap- hot. The customer thus feels that she 

Ey ach to any demonstration listed in has been a real part of the demonstra- 
“ . Jaeir notebooks is one of certainty and tion and feels a more personal interest 
wo fidence. At the same time the in results. It has been found valuable 
- in preau management is able through to get something actually into the cus- 
r with” practice sessions to gage pretty tomer’s hands. In the case of large 
»hsa °° abilities of the girl in ques- demonstration groups and cooking 
nstraie? 0t only as the demonstrator, but schools of course, a somewhat modi- 
1 feat ability to evaluate the periorm- fied procedure is followed, although 
t he qamceof others. W here she has obvi- preparation in advance is just 
certain’ defects, it is sometimes possible to thorough. 
tion wae OS correct them. 7 he net result of the afternoon 
it In this connection, a second check meetings is a thoroughly prepared 
wrospedl itt has been prepared which is also group of home demonstrators, any 
sont a ed out by the audience at these one of whom is capable of represent- 
for monstration meetings. This covers ing the Bureau in exactly the way it 
be. individual’s own personality and wishes to be represented, in the cus- 
may Mapeatance, and is filled out with tomer’s home or in a dealer’s store. 


ecks to indicate “good, fair or poor” 
ise, friendliness, optimism, confi- 
nce, enthusiasm, initiative, positive 
ptements, negative statements, orig- 
lity, diplomacy, tactfulness, court- 
, diction and posture. In appear- 
ce, the comments cover hair, make- 
, nail polish, dress and shoes. These 
eets are not signed, but are folded 
d handed directly to the girl at the 
se of the meeting. No one else sees what it will cost. 
e results of these personal checks at 
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though, of course, should some 


effectively just those features of 
range which the 
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ting of some element in her pre- 
Nation, she may on her own initia- 

pproach Mrs. Schweitzer for 
evice and help, and be sure of sym- 
thetic assistance. 


efficiency boosted. 


a 


ing which they provide. 
}Experience which has grown out of _ that they approach any 
ese clinics has already modified 

stration procedure even during 
€ comparatively short time they 
hve been in effect. Emphasis is 


~ 
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Every one of them will cover exactly 
those points that the Bureau wishes 
to have covered, and will bring out 


3ureau, and the 
dealer, finds most useful in making 
the sale. The dealers are pleased 
because they know in advance exactly 
what they are being offered by way 
of assistance, how long it will take, 
They know that 
outlying districts are being told the 
same story as is presented in down- 
be troubled on account of adverse town stores. The message is consist- 
ent, hence cumulative; time is saved 


The girls themselves are enthusi- 
astic over the meetings and the train- 
They feel 

situation 
knowing exactly how to meet it, with 
accurate information to present, and 
with confidence in their ability to pre- 








“It’s the Best Dealer Set-up 
a man could hope for!” 


I ISTEN to this newly appointed G-E 
Dealer tell his banking friend about 
a good investment in personal security. 





Reading time \¥%2 minutes) 





*“Morning J. B. Remember we talked 
about my taking on the General Elec- 
tric lines? Well, I’m now the G-E Dealer 
for this area. You’ ll be 
interested in hearing 
about my new set-up: 
TESTED 
PRODUCTS 
““In the first place— 
before G-E puta nick- 
el’s worth of refrigera- 


Commercial 
Refrigeration 


tion, cooling and heat- 

ing products on the market 
eightyears ago,they spentfive 
years and many thousands of 
dollars making them worf. 
And every year since,they’ve 
continued to spend plenty, 
making them even better. 


“The net result is every customer 
gets a working piece of machinery that 
doesn’t have to be serviced every few 
weeks. That seeps him happy. 





“For instance — water coolers 
and beverage coolers. What the 
grocer or butcher or delicatessen 
man calls walk-in and reach-in cab- 
inets. And condensing units. ( There’s 
a steady replacement business throughout 
my territory in these alone. ) 

**Then there’s the second com- 
plete line —of summer cooling units 
for one room in a home, for an office 
or a whole store—with what we call 
G-E ‘packaged’ air conditioning. 











““And the third —automatic heating. 
Gas or oil. Warm air or radiator heat. 
Any combination to fit. To operate 
economically. To give the last word 
in comfort. And efficient control. 


YEAR ’ROUND PROFITS 


**As a good business man yourself, 
you’ ll agree with me that it makes 
sense to se// all three lines. Not just 
one as [ used to. This means keep- 
ing everybody busy and year ’round 
profits. It’s what you call straighten- 
ing out the sales curves. 

‘“Now, in addition to good prod- 
ucts, G-E offers a dealer special 
training in selling, in en- 
gineering, in organizing 
sales and service groups. 
The dealer is backed up 
dy national and trade ad- 
vertising, direct mail and 
display, literature and co- 
operation on local news- 
paper advertising. 
} “There’s the 
set-up — briefly. 
Now you can see 


% 


* 





what it means to be 


a G-E Dealer!’’ 


Heating 


GENERAL @ ELECTRIC 





| General Electric Co. 
| Div. 199-423, Bloomfield, N. J 











| I want all details on the G-E 
Dealership for my territory. 

Name 

| Street 

Ci State 

' 
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PD cssitl the successful editor of a business publication is 


a salesman, whether he knows it or not. 


Whatever his other qualifications as reporter, analyst, cru- 


sader or writer, he has the selling instinct. 


His is the most difficult selling job imaginable,—that of sell- 


ing an industry on itself through the printed word. 


Che appliance salesman deals in his firm’s products—washer, 
refrigerator, stoker, iron or whatnot. He sells one man, one 


firm at a time. 


The editor-salesman deals more with ideas than with prod- 


ucts: and he sells to an audience of thousands at a sitting. 


Whereas the appliance salesman can attune his sales talk to 
the individual prospect, the editor-salesman must strike a 


responsive chord in the minds of mass prospects. 


Che degree to which the editor-salesman strikes that respon- 
sive chord determines the editorial effectiveness of his pub- 
lication,—and, coincidentally, its value as a sales medium to 


its advertisers. 


When you look over a copy of Electrical Merchandising an- 
alyze its editorial content on a basis of selling-Guatities. See 
how it promotes ideas as well as products and product 
groups. See how this editorial selling job complements the 
selling task of the appliance manufacturer. Here, indeed, is 
editorial selling vitality that makes for the two essentials 
to successful trade magazine publishing: reader interest and 


responsiveness, and advertising effectiveness. 


Electrical Merchandising’s editors have the selling instinct 
that comes only with long, intimate association with the 
electrical appliance business. They know the industry about 


which they write. And they write about what they know. 


ELECTRICAL MERCHANDISING 


heneniennsatinnmettilienteeminiiaaimianil 


EDITORS 
ARE 
SALESMEN! 


* 


7 Ce 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK, N. Y. 








Utility Men at Westinghouse Conference 
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From coast to coast came representatives of public utility companies to attend) 9: eoal ts 
the “Forward In ‘40" Westinghouse Lighting Conference for Public Utility> 9). joss o: 
Executives, held June 17 and 18 at the Bloomfield, N. J., plant of the Westing F 3 months o 
house Lamp Division, and at New York. In the photo, left to right, are F. 1 
Anderson, district engineer for the Lamp Division's Pacific Coast District; A. £ 
Snyder, assistant general manager of the Lamp Division; J. M. Stedman, Pennsy HYGRA 
vania Power & Light Company, Allentown, Pa., and O. R. Hogue, Commonwealth 


Edison Company, Chicago, Ill. For th 


1940, net 
taxes, in 
Taxes a 
; , thich ap 
Schick Takes Busman's Holiday 57854, 1 
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When Schick Shaver announced its new hollow-ground 2-M cutter head model to “Furth 
the trade, these Schickmen leaned back and tried it out. Left to right: Kennethf ) favorable 
Gifford, vice president in charge of sales; Ralph Cordiner, president, and Royf) 1941 lin 
Johnson, advertising manager. How's it feel, Ralph? vention 





Horton Summer Sales Meeting | ately 
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Recently A. E. Askerberg, general manager of the Horton Manufacturing Com Boston, 


pany, called the entire sales organization into the factory for a convention = © 
The photograph shows a group of Horton executives and sales representatives— Place \ 
standing in the entrance of the company's general office at Fort Wayne, Indiane will be 
Verne Hannon, sales manager, was chairman of the convention and conducte? Mr. 
@ preview of the new Horton line for 1941. Mr. Hannon also outlined exclusive Plint es 


features of the new and improved Horton portable ironer. Detroit 
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FINANCIAL 
NEWS 






NASH-KELVINATOR CORPORATION 


A net profit of $901,939 for the quarter 
ing June 3), 1940, was reported 
ntly following a Board of Directors 
ng of Nash-Kelvir ator Corporation 
This is after all charges, and pro- 
for federal income tax. 
profit reported is equivalent to 21 
a share on 4,291,306 shares of $5 
pital stock outstanding, and com- 
with a net profit of $108,264 for 
corresponding period of last year. 
t the end of the March quarter of 
1940, Nash-Kelvinator Corporation re- 
rted a profit of $392,941, and for the 
ne months of the current fiscal year, 
which begins October Ist, the corporation 
reports a net profit of $1,307,878 after all 
harges and provision of $251,000 for 
attend ederal income tax. This compares with 
Utility BR, loss of $1,330,934 for the first nine 
esting: Fe months of the previous fiscal year. 
» FT 





t 


ennsy HYGRADE SYLVANIA CORPORATION 


For the six months ended June 30, 
1940, net income after all charges and 
taxes, including provision for Federal 
Taxes at the new and higher rates 
vhich apply to corporations, Was $416,- 
78 54. This is equal to"$1.68 per share 
arned on the common stock for this 
xd and compares with a net income 
$343,856.66 for the first six months 
of 1939. 

The balance sheet of June 30, 1940, 
showed current assets of $6,339,263.06 
which were 4.3 times current liabilities. 
This compares with currents assets of 
December 31, 1939. of $6.083.077.65 
which were 4.4 times current liabilities. 


















PHILCO SALES UP 
30°%, FOR 6 MONTHS 


PHILADELPHIA—Philco Corporation 
has just concluded one of the best first 
half years in its history, it was an- 
nounced recently by James T. Buckley, 
Presi lent. 

“Sales of ~~ o products in the Six 
months endir ne 29, 1940,” Mr. Buck- 
ley “ine reased 30% over a year ago. 
: ther, as a result of the extremely 
Kennett favorable reception accorded the new 
nd Roy 1941 line at our National Chicago Con 

vention and by approximately 12,000 
ealers at a ries of nation-wide meet- 
gs, preliminary and sample orders for 
ilco receiving sets and the new photo- 











ric phonogranhs totaled aMproxi- 
: as : : 
itely $15,268,350 at retail prices, as 
npared with’ about $10,645,963 a year 
ago 
wry 


ihis, together with the sustained 
higher level of retail trade, leads me to 
elieve that we can look forward to a 
greater volume of business and increased 


earnings in coming months.” 


GRAYBAR OPENS OFFICE IN 
LANSING 


NEW YORK—The Graybar Electric 
Company announces the opening of a 
new branch office located at 125 East 
Shiawassee Street, Lansing, Michigan, 
and the appointment of A. G. Bird as 
Manager at the new location. 

Mr. Bird was formerly manager of 
the Graybar branch house in Flint, and 
will have as his assistant C. M. Johnson, 
service supervisor, who previously held 
the position of head service clerk in 
boston, Mass. 

d C. Bryden, sales manager, will re- 
yntative place Mr. Bird at ~ Flint office and 





Indiane vill be assisted by oe . Ballar« d, service 


nducted fe SUPErvisor. 

{r. Bryden was formerly salesman at 

nt and Mr. Ballard has served in the 
Nt ofhce as serviceman. 


exclusive 
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mrs \NLAND 70g zravs For 
Maximum Convenience. Minimum Cost 





There’s no doubt about it. These Inland 
ice trays relegate old style ice trays to 
obscurity. Today when you say ice cubes, in 
a flash you think of ice trays by Inland. . 
for a few cubes or a brimming bowlful— 
instantly, full-sized and unshattered. 

It’s easy to demonstrate and sell the 
advantages of these fast-freezing, quick- 
releasing Magic Finish Ice Trays by Inland. 
For superswift, maximum convenience, it’s 


the Shucker Tray, of course. And for the 


e,* 


quick-release feature at minimum cost, it’s 
the Tilt Out Tray, beyond question. In 
other words, for original factory equipment 
by leading makers or for replacement sales 
by dealers, ice trays by Inland are first 
choice for every price and every purpose. 


For details, prices and discounts, write to 


INLAND MANUFACTURING DIVISION 
GENERAL MOTORS CORPORATION 


DAYTON, OHIO CLARK, NEW JERSEY 


CL ———ae 
Quick RELEASING 


ICE TRAYS ay bee 


INLAND 


oe 
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Tackling the Tough Ones 
o 
CONTINUED FROM PAGE [5 —_ 
—_ — 
water a thickr insulation covering ing cost would be in comparison to He “thought” he could duplicate 
ex] \ t otheater the pipe, and size of pipes to figure his previous cost. Found as an aver- I made it apparent that a “thought 
would loss. Booklets put out by some of the age over the year they were about the in such a case was hardly enough- 
il lid not manufacturers give figures on how to same as his combined bills had been would he put it in writing? If h 
\ ld supply with estimate this loss. More difficulty was previously, and explained that any would do that, I told the prospect, s 
t t He said he had encountered by the electrician when additional use would be at one-half ought to try it. 
ng with 1 mpetitor o1 e found the service wires from en-_ the rate he had previously paid. That Then I said to the prospect: “\ 
t ind that was the trance of house to switch were under the additional wiring for larger en- are away much of the time and 
ution he received, and was sur ipacity for additional load and would trance wires would be of value in the have other people living in y 
rrect lave to be changed. future, for otherwise it would be neces- apartments and using the hot wat 
[ told him that after getting a r After all these installation figures sary to change them later if additional Here are a few things I’d like to ! 
rt like that he naturally would be were obtained, a statement was made appliances were added. you think about before buying.” | Her 
rejud | against considering electri f his bills for the year past, figured I sold him on the long life of monel he gives her a good complete sal 
vater heating, but I would like to these on the lower range and water tanks, the safety of electric heaters,  talk.] 
w him how electric water heating heater rate, and added the amount even temperature water, and cleanli- Before leaving I told her I w : 
is working out very satisfactorily estimated for operating the two water ness, and assured him the size of be back the next day after she 
several hundred other customers heaters additional. There were a num- heaters suggested would supply him thought out the matter. Then th 
unity, and I believed it ber of additional costs which had not an abundance of hot water day man said that he couldn’t offer 
would be just as satisfactory for hin been anticipated, additional service or night. water at the same price and he did: : 
H n asked how iny B.T.U.’s_ entrance wiring, insulating water The heaters have now been in serv-_ believe I could either. 
i kilowatt hour, which I answered. pipes, and monel tank heaters, yet ice over a year. They have given The prospect came right back wit | - 
Also, w many B.T.U.’s for $1.00 every item would be of great value to perfect satisfaction from every stand- “Well, he will give it to me in wr ‘ht r 
worth of electricity as compared with my customer, so I went back and pre- point. His operating cost has been ing.” But the oil man said he could: ot 
$1.00 wort f fuel The B.T.U sented my estimate, explaining each lower than was estimated, which, of do that. nedit 
tor used a great deal by our item carefully and pointing out the course, has made him a satisfied cus- The next day I got the order { ~ 
n this community because value of each to him. I first showed tomer and a very good booster for elec- two 52-gallon tanks and a little lat ory 

i t angle it paints a very nice him my estimate of what his operat- tric water heaters. another order for one 80-gallon an fy T 
ture of low cost fuel as compared one 52-gallon tanks. That woman ha fq F- ” 
vith el tr ty ecne lly because done a good selling job for me wag 
hey do not finish the story and com- electric hot water for she has learne ai 
pare the efficiency tf electric equip COMPETING WITH AN AQUASTAT that what I .old her about cost w : —" 
nent against fuel equipment. ) correct. nt 

His above question was answered By Joseph Kavanaugh If this brief account helps someo: —t 
by explaining to him that using Brockton Edison Co., else do the job we are doing for t . " 
B.T.U.’s as a basis of comparison Dickies tities 3rockton Edison Co., then it | — 
would not be satisfactory because it accomplished its purpose. be a 
was @ t impossible to tell the efh HE toughest electric water changing to electricity would mean al W 
ey =o om poi ; cet . 0 <t heater sale I ever made was in an additional outlay and since the \t 

- oo ropSl’y+ competition with an aquastat on an oil aquastat was functioning satisfactorily geth 
7 gg : ) an ” fe morgane burner. It doesn't seem so tough in for her needs a real job was put in REPLACING vater 

' o cal . a nde ‘the telling, but my opponent’s capitu- my hands, especially as she was proe A GOLDBERG sched 
ey ition came only after much convinc- viding hot water for seven apart- ate s 
_ ing argument had been presented. ments. The cost, of course, was a By E. P. Little , my st 

: , struction When I called on my prospect the oil most important item. Sa i tl 

wat ater and mah to convince her that I said to the prospect: “We will Norihare States Rewer Co.. 
, , ‘ nny : J . Fargo, N. D. 
ala . A 100 ue using the aquastat guarantee you five gallons of hot tl rest © 
e! we te available to - through the summer water at 170 degrees for one cent.” : ; ' Thi 
- value of considering cided to make a con- This as a clincher to the regular sales PON canvassing @ small, su aie 
( vate iting from the safety , sked me to give mv talk on service and so on. urban residence for electric watt nes 
me h 1 that we story with the oil man there Since That put it right up to the oil man. heating, I was bluntly and Ne lady ¢ 
y plenty of hot wate: politely told by the lady of the hou: “he 
4 f nsiderable hesitation he cot that the family had used electricity i s — 
reds shal dls -sunilnite water heating for many years. B ee - 
heaters. installa cause the door was firmly and defi 3 

t t, but he insisted that the heat itely closed, I started for the nex B® 4 
( re ecte vould have in home, thinking it unusual that th oe 
vat vhich meant home maker would not wish to spe Senn 
1 ) [ tried to d further of her electric water heat ae 
g suggesting installing Looking back, I noticed only two ele ted 
leat i e as possible to h tric wires leading to the house, whi ‘ 7 — 
utlet ut he insisted on having the made the answer I had received see! fm 

stalled ir e basement, and one all wrong. ; ’ a 
ba vas 3 floors above I kept this episode in mind until -B¥ oJ 

[ the uled at his home with a returned to the office, where I : 8 
plumber and electrician and checked quired of my manager what design “yp 
the nur yath sink bowls electric water heater was supplic B ats 
et é people in the with only 110 volt service instead / 7 

e 3 that quite a length o the usual three-wire, 220 volt servic Ww 

eee . nated by using Through conversation we reached t! 

wo wa Suggested one 4 conclusion that the lady could only ! - 
va 1 service end o using some sort of an electric in: had 

Ise, a e 86 gallon for 4 bath mersion gadget, and according dei 

‘ Also found that he could not be taking advantage oi t af - 

ones ; er soltener, so decid off-peak 1¢ rate. The additional ae 

at inks would prove most clusion followed that if she was usin th 
satistactory hen measured length an immersion device, and was using i , 
t runs and returns to each heater She made a contest out of it to heat any great quantities of wat on 
M 

mn 
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+ Re i a a i te EIT coms 


i allt i ea 








She 


1 as laundering would 
ght bills must certainly be exhorbi- 
Thereupon, I checked their 
dit and finding it to be very good, 
esolved I tell 
uld benefit them financially. 
[ rang this family’s doorbell again 
irly that evening and after introduc- 


require, her 


had a story to that 


g myself to Mr. Caston, I was 
gain, but more politely, informed that 
ley were not interested in even dis- 
issing anything electric because 

air liaht+ hill ‘ “re ¢ d = hial 
leir 11gnt DUIS Were TOO ——n nign 
ilready. So rather than be further 


door 


(because the 


sing), I thanked him 


barrassed was 
gain firmly cl 
] 


1 went home. 
\t the office the next day I put 
wether all the literature on electric 


vater heaters, plus the off-peak rate 


<dule and mailed them to my obsti- 
nate suspect, hoping to get enough of 

y story into his home in this way so 
point would be 


tell 


that some interesting 
‘overed and 
of it. 
Chis sale could well have ended as 
stood, except that two days later, 


canvassing a pleasant and talkative 


allow me to the 


idy on the opposite side of the street, 
‘hanced to ask about her neighbor 
1 found that Mr. Caston’s little girl 
id been taken to the hospital with 
nfantile paralysis that morning. 
That evening I again spoke to Mr. 
ton and asked if he would 
ive enough stored hot water to take 
ire of his invalid girl. He then in- 
ted me in to explain what I meant 
“stored” hot water. 


emergency 


now 


D .% 
Decause Nis 


-d 


created a 
for plenty of hot water on 
framed questions as fast as I could 
them. But the 
1 not proceed as fast as my 
ty to learn his 


tap, 


conversation 
curi- 


iswer 
present electric 
iter heating system. 

When he took n 


show it to 





1e into the basement 


me, his surprise was 
ratifying when I pointed out how he 
had wasted the price of a storage type 
electric heater by buying electricity 
mproperly delivered. 
in spite of the situation, I could not 
thhold a chuckle at manner in 
uch this “electric water heater” 
d. 
Mrs. Caston would pull the house 
iin switch off, go down and fill the 


the 


was 
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would unravel her precautions 


lock the outside base- 
ment door, drop this immersion elec- 
tric heater into a tub, go upstairs and 
throw the main and then 
lock the basement-kitchen door. After 
the required heating time elapsed, she 
would unravel all the precautions she 
had taken to electrocution. 


tubs with water, 


SW itch on, 


prevent 


Then she could go ahead with the 
laundry. 
Needless to say, Mr. Caston signed 


an order tor a genuine electric water 
heater and I had.a badly rotted im- 
mersion heater for my trophy. 
On my follow-up call, these folks 
sheepishly thanked me for my persist- 
which proved 
and in conveni- 


ence, the results of 


beneficial financially 


ence to them. 


Get All Your Costs in 


Ben of deliveries and reconstruc- 
tion and repair of trade-ins are 
two services which should be credited 
when figuring the costs of the service 


department, says one San Francisco | 


dealer. There should also be 
legitimate expenditure for free service 
on sold from the 
which is properly a means of building 


some 


equipment 


store, 
good will or a form of advertisement. 
After that, 
time and 
bring in quite a profit. 
that if his department 
breaks I 


even, he has as a 
fact done very well. 


service charges based on 
found to 
He counts 
just about 
matter of 


will be 


terial 
materials 


Try Time-Recorders 


COUPLE of time recording me- 
A ters are a good thing for any 
dealer to have who plans to service the 
refrigerators he puts out. The com- 
monest complaint of the new owner 
and the one with the least justification 
in most cases is that the new refrigera 


tor “runs all the time.” Buford’s of 
Fresno, Calif. found that by accepting 
such complaints without dispute and 
putting in a meter which recorded 
time and duration of operation it was 
possible to show the customer just 
how much his motor had really been 


in service. 


1940 
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Layinc mechanical features 
aside for the moment, porce- 
lain enamel is the largest and 
most conspicuous part of 
many home appliances. 
Which is one good reason 
why the home purchasing 
agent shops carefully before 
she buys. Naturally, the man- 
ufacturer’s name and reputa- 
tion is the first consideration. 
Only second to this is the 
manufacturer’s use of ARMCO 
Ingot Iron. When she sees the 
familiar ARMCO label—or 
when your salesman tells her 
the beautiful porcelain enamel 
is fused to ARMCO Ingot 
Iron—she knows the material 
part of her purchase is safe. 
And she buys with confidence. 
For over 25 years ARMCO 
Ingot Iron has been nationally 
advertised to consumers as 
the finest kind of metal for 





porcelain enameling. Millions 
of people have read ARMCO 
advertisements; millions of 
people have bought; millions 
of people today have confi- 
dence in the ARMCO name. 


You can cash in on this con- 
fidence, put it to work mak- 
ing sales and good-will for 
your store. Shall we tell you 
how, more specifically? The 
American Rolling Mill Com- 
pany, 2161 Curtis Street, 
Middletown, Ohio. 


ARMCO INGOT IRON 








A NAME 


KNOWN TO MILLIONS 
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Tres for Washer Week Windows 


TY HEN good Queen | 
/ beth he spouse K 
George. eare istard o 
a < yuple T t 1 eg l k 
into t uccule 1 it 
Nru Elbow 1 
they rave the ] vly frankturte1 
tremendous b t in sales 
Just by a iple gesture yupie 
of people who hadn’t the slight 
conn t T with the meat pa KIng 
dustry created more business than the 
plugging 100.000 bu 1eTs 1 
This sort of thing illustrates why 
window ning is such a complicated 
busin S hing that hasn't the 
slight nnection with your product 
nN LV brir - N T ves T people. (On 
t iff window with 
“ é ers and nothing else, 
and the mammas stroll by with their 
baby carriages utterly ignoring your 
offe g 
So  ELECTRICA! \LERCHANDISIN« 
sked one of the country’s most exper! 
é e¢ d play en t » tell how he would 
t luce a perfect washer window 
“Golly,” he said, “I work for a utility 
ind utilities sé juice to laundries 
You'll lave resent mie isa & 
of man in an isk you expe 
e to speak freely 
The mask was produced and _ the 
conversation went on. 
“The thing to show the passerby is 
he advantages he or she will enjoy 
through ownership of your washer 


id ironer,” said Mr. X. “Get dra 


nto that window. Whatever you do, 
n’t stick in two or three washers 
ronet until the prospect is 
erested they don’t mean a thing 
I think the pub e attracted 
vy figures in anything else. Sten 
ird, the ( igo window expert, 
V that w en W stop to look at 
uildre » It k we should by all 
ean ve wax figure—and failing 
that—a cutout of some sort. Nearly 
every dealer has something of thi 
from one of his manufacturer 
I think he should borrow it 
Where merchandis« $ \ M 
\ de “lare put ut tems that are 
ited togethe ich a ele 
water leater, k 1 1eT 
ig” boa d. (sive the ense o! 
npletenc 
Action is g 1, but it } | fora 
ill deals ret and rh utely 
essary . wind blowing clothes 


ide from cutout if desired ) 


in naner 
in pape ! 


ll attract atte ind this can be 
lone by using a ll fan. Flashers 
iuse trouble w radio, and should 
tt be employed in an electrical store 


\ spotlight or two (the GE type is 


very good, says X) should be em 
ployed to place emphas where vou 
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A display expert emphasizes five funda- 


mentals which should enter into the composi- 


tion of a successful washing machine display 


And now we come to suggestions 
is to what sort of ideas a washer and 
oner week window should be built 
around, 

“Of all things, don’t try to build 


a window that will make women say 
‘ooh’ or ‘ah.’ The beginner in window 
trimming, as in advertising, 


is always 


tempted to be clever and cute. rhey 
never realize that the prospect may be 
so tickled with their cleverness they 


will forget about the selling idea. 


“The window which really gets 
results is one that gets under the 
prospect’s hide. He sees it and in 


stantly says to himself ‘That’s my fix. 


Maybe this will help me out. I'll go 


in and see. 
Among 
washer and ironer week windows that 


some suggestions for 


comply with the X principles, ELec- 
TRICAL MERCHANDISING lists the fol- 
lowing 

1. The _lighten-the-burden _ story. 


Doing laundry every week in the year 
is much like eating a quail a day. It 
gets tiresome. Always there is that 
load of accumulating soiled garments. 
Show a figure of a woman buried up 
On the back 


with every 


to her neck in laundry. 
wall hang a_ calendar 
Monday checked. Put up this dead- 
line: “Every week you are buried with 
laundry. Get a and get 
out from under.” 

2. The economy argument. Laundry 


rent 


washer now 


+1] 1] . | 
ills, like and taxes, are always 


» the prospect’s income. 


Show a laundry scene, with associated 
items, and a giant cutout of a pair of 
shears whacking laundry bills in two. 
rhe situation and the solution is un- 
derstood instantly. 

3. The “abundance” theme will work. 
People have to hold down on the 
amount of washing they send to the 
laundry. Always there is a shortage 
ot towels, of shirts, of handkerchiefs. 
Show the amount of clean laundry one 
may enjoy each week for a certain 
price if one has a washer and ironer. 
The sight of an unlimited amount of 
fresh, clean clothes at a price that is 
less than is being passed out to laun- 
dry drivers the desire of 
people in a way that is irresistible. 

4. Sanitation themes always are 
effective. People like individual tooth- 
brushes, personal drinking glasses, 
exclusive laundry service. Post up in 
your window the number of cases of 
flu, of diphtheria, of smallpox, of scar- 
let fever in your town last year. These 
are not carried on laundry, but are 
recognized as crowd diseases. People 
realize that the more they can guard 
themselves from crowds the better 
their health is. Laundry, sent out 
from home to mingle with the clothing 
of the entire community, is not any- 
body’s idea of exclusiveness. Post a 
headline: “Next to myself I like home 
laundry best—it’s as personal as my 
toothbrush—”. Somewhere mention 
little the cost washer and 
ironer per week is. 


catches 


how of a 








Chun ® 























‘This gift | brought you, nephew, requires only 30 payments and it's yours!" 


AUGUST, 





5. Pride of ownership is a standby 


appeal. In 
people who 


community ar 
want the mog 
fashionable. A display that assemble 
a tidy and attractive laundry, wit 
baskets, dryer, clock, lighting and a 
the accoutrements will ring the be 
with any number of people. It show; 
them what the outfit could be like i: 
their own home. 

“Don’t go to a lot of trouble 
ing an elaborate setup, or flourishin: 
around a lot of gilt and paint,” c 
cluded Mr. X. “A small town deal 
can borrow all the displ 
material he needs for an attracti 
window. He can round up a priceles 
[ the town’s fine shaw 
wedding dresses, etc. for a displ: 
He can borrow display material fr 
different manufacturers that he 
on hand. But the one thing to remen:- 
ber is—a window packed full of was 
ers and ironers is no good. 
the use and enjoyment idea, and you 
be surprised at the 
window brings people into the store 


every 


the best, 


always 


collection of 


Get ove 


way such 





What the Well Dressed 
Lamp Will Wear 


PTAHERE is to be a trend toward 

color in this season's lamp shades, 
predicts Mrs. L. B. Dedrick of the 
Dedrick Manufacturing Company oi 
Los Angeles, specialist in lamp shades 
Mrs. Dedrick started in her specialty 
as a lamp stylist about five years ago, 
although she had had a background 
of experience with other firms for 
some time before that. She now em- 
ploys 40 girls and can turn out as 
many as 500 hand-made shades a day, 
handling orders for large department 
furniture and utilities. 
She also deals directly with firms of 
interior designing shades 
to fit specific needs. She makes it her 
business to furniture 
trends. From this experience she says 
that this season’s home decoration is 
to call for notes of color, repeated in 
the lamp base and shades. 

Advice which she gives to dealers 
in handling shades includes such mat- 
ters as the importance of instructing 
customers to remove cellophane wrap- 
pings, which may warp the shade out 


stores, stores 
decorators, 


fc yl yw style 


of shape through shrinkage in the 
heat when the lamp is used. She 
urges handling the shade carefully 


by the wire frame at the top to avoid 
unnecessary soiling or injury to the 
fabric. Most shades, she points out, 
can be cleaned. If dealers were ac- 
quainted with this fact, they would | 
able to save many items which becom 
shopworm and lose their attractive- 
ness. 
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Unlike cath 






gtoes, an af 


ere and ne 
an dishes « 


Hruction and 


ousands of 


medicine anc 


ave to be 
uch universe 


Phe salesman 


This is the 


Hams of the 


Cinci 

dealer to ge 

product. 
Cincinnati 


Hing out their 
end it will 
aggressive 





bedroom su 


The Tri-! 


Philco and | 


The in 
by foo 
death 
per 10 
above 
in the 
million 
by foo 


ELEC 


G 


act Iredicine and baking potatoes and don't 
‘cele bave to be sold. Appliance enjoy no 
we Buch universal understanding as this, and 


Was roduct. 


Merchandising. Fearing saturation, the 
| The Tri-State Company distributes annual show was cut out—and yet 1940 
d Philco and Easy. business is 20 per cent ahead of 1939. 
e 








standby 





Unlike cathartics, aspirin or baking po- 
Jatoes, an appliance is just going to sit 
here and never move—unless the sales- 
ran dishes out a lot of education 
Hruction and persuasion. 








, in- 
People have 
Mhousands of years’ experience in taking 


dealer carry himself without subsidizing 
is the opinion of Eugene P. Zachman, 


secretary of the Cincinnati Electric Asso- 


he salesman must supply it. ciation. 


This is the philosophy of T. M. Wil- 
jiams of the Tri-State Distributing Com- 
pany, Cincinnati, when he urges the 
dealer to get more education about his 


"The morning glories, the salesmen 
who never should have been set up in 
business soon will fade," he said. "Those 
that remain will make a reasonable profit 


from refrigeration. This goes for dis- 


Cincinnati dealers are gradually round- tributors too.” 


ing out their lines with furniture, he says, Many have viewed the refrigeration 
end it will be interesting to see what prospects with too much alarm, particu- 

-,*[eeggressive specialty selling will do to larly in Cincinnati, he told Electrical 
bedroom suites. 


CAUSE AND EFFECT ? 


The ingenious C. M. Ripley of General Electric reports that new figures on deaths 
by food poisoning from the Metropolitan Life Insurance Company, show that the 
death rate from food poisoning in the last 12 years has gone down from .6 deaths 
per 100,000 population down to .| deaths per 100,000 population. He prepared the 
above curve which shows that the number of domestic electric refrigerators in use 


in the United States has gone up in the same period of time from about a half 
million in 1927 to 13.7 million as of January | this year. The .! figure for deaths 
by food poisoning was for the year 1939. 





That the trend is toward letting every 
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EVANS PRODUCTS 
| gets results on 
EVANOIL heater campaign! 
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YOU TOO CAN GET RESULTS! 


No matter how good your direct mail promotion copy, 
your results depend on the quality of the names on your 
mailing list. That's why more and more firms are using 


McGraw-Hill Direct Mail Lists. 


For types of selections, counts, rates—ask for 


"Electrical 
Appliance Trade List’ 


DIRECT MAIL DIVISION 


McGRAW-HILL PUBLISHING €O., INC. 


330 West 42nd Street 





New York, N. Y. 
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celebrate with 


this new FREE 





Andover electric 
time clock: retail 


Country Club elec- 
tric alarm; lumi- chime alarm. Self- 
$4.95 nous, ivory finish: Starting; retail 
retail $3.45 $4.95 


Big Ben Electric Bachelor self-start- 
ing electric; lumi- 
nous, ivory finish; 


retail $4.95 


Pittsfield self-start- 
ing electric alarm; 
retail $5.95 


Silent Knight self-starting Manor self-starting elec- 
electric alarm; retail tric wall clock; retail 
$3.45 $3.50 


Country Club electric 
alarm; maroon with plain 
dial; retail $2.50 


HOW TO GET 
THE DISPLAY 


The special full-color display 






MILLIONS OF ADS | 
TO HELP YOU SELL 


million full pase 


Over three ' a 

.ges in The Saturd . shown above is free with order 
mess¢ 2% mil- » , »s 
Evening Post—plus “” for 6 Westclox electrics. Simply 


-~ Collier’s— si 
umn ads in \O order 6 or more Westclox elec- 
llion mes- | 


lion col 
mi . 
plus more than 10° tric clocks from your wholesaler, 


rotogravure 











sages in a nen | assorted, and the display will be 

will help you S© in clocks, shipped you prepaid direct from 
best know® name Week—the Westclox the last week in August. 
during © pent in the clock Westclox, La Salle-Peru, Illinois. 
hottest prome™ rder the Free Division of General Time Instru- 
industry! Tie 1n—O whole- 


r ments Corporation. 
display through you hee - 


saler now 


*500.00 IN CASH PRIZES 
FOR BEST WINDOW DISPLAYS DURING WESTCLOX WEEK 
HERE’S ALL YOU DO: Order 6 or more Westclox electrics from your whole- 


saler and specify the special display. Put in your Westclox Week window 
and leave it in during the week of Sept. 7-14. Use your own display ma- 
terial, or ours. Then take a picture of your window and mail it to Westclox, 


La Salle, Ill. before midnight, Sept. 21. A snapshot will do. 
45 CASH PRIZES « 5 GROUPS e 9 PRIZES EACH GROUP 





Electrical stores, jewelry Ist prize (each group) ..........-65. $40.00 
stores, independent drug 2nd prize (each group)...........+.. 20.00 
stores, hardware stores, 3rd prize (each group).........-+++. 10.00 
chain and department stores Six others (each group) .........+.++ 5.00 





Makers of Big Ben and his family of springwound clocks, electric 
clocks, wrist and pocket watches . . . priced from $1.25 to$6.95 


WESTCLO 
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$10.00. This plan has the advantage 
of definitely fixing what the salesman 
can offer and beyond which he cannot 
go. These trade-ins are sold to second 
hand dealers and the stores report 
they get back most of what they give 
without the worry of junking, recon- 
ditioning and selling as is. 

Considerable satisfaction is being 
had with this plan. The stores claim 
means a fairer basis of selling for 
1e store, the salesmen and the cus- 
tomer. 


t 

It 
+} 
I 


Unless and until some satisfactory 
national plan has been found for fix- 
ing the value of a used appliance, local 
dealers of size might well consider 
this idea. According to the depart- 
ment store men using it, it is costing 
few if any more loss of sales than was 
true in the old hit-and-miss days. 


A Variation 


A variation of the above system is 
being used by a number of department 
stores who are mighty successful in 
appliance selling. As a matter of fact 
at least one of them is the leader ot 
appliance sales in his city. All depart 
ment stores operating under this pla: 
feel it is a real answer, and thei 
volume indicates it is certainly work 
ing for them. 

A reliable second hand dealer is | 
cated in the city. They make a dea 
to turn over all trade-ins on his valu- 
ation. He must agree to pay the stor: 
n cash, the amount he fixes. 

Here is the typical procedure. The 
salesman finds a customer with an old 
ippliance, she wishes to trade in on 
1 new one. The salesman tells her 
his appraiser will call and tell her the 
full allowance he can make. 








CONTINUED FROM PAGE 43 


Strict Policy on Trade-Ins 





The second 


item and states 
pay. The salesman and the store hy 
nothing to do with this phase of; 
sale and what the second hand py 


offers is final. 


If the sale is consummated the # 
ond hand dealer removes the old ap, 


se 


he y 


ances and pays the store for it 
Where this method has been 


estly and intelligently handled it 


— ee eer Pe 
> 





y to take 
| part in 
ell the o! 
vy to the 
resp ctive 


tainly has given complete satisfactigmng. Thi: 


The customer feels she has receiy 
all the old item is worth; the salesn 


re Dy a 
mmission. 


gets his full commission on the apg There ar 


ance and the store has maintained 
one price policy; also without 
bickering of taking a trade-in and 
worry of getting rid of it. 

Maybe the above sounds too sim; 
Maybe because 
reason its use is not being more gen 


ally adopted. 


nature 
look for complicated solutions for 
most worrisome problems. 

As we see it, only two things 
really essential to the success oft 
method: an honest second hand dez 


er; then experienced salesmen 


believe in the plan. 
All electrical 
ment stores who 
worry of trade-ins will do well to g 
serious thought to the above. 
theory for it is working. 
That “appraiser” idea has 
lar merit even if 
tinue to junk, recondition or 
is” the appliances you take 
the appraiser is an individual of t 
and intelligence he can make the pr 
pective customer feel she is getting 2 


Also 


her old appliance is worth. 


relieves the 


salesmen 


depar 


want 


It is 


about trade-in allowances and re! 
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; temptation of using a big one to 
Byplete the sale. 


Two Other Plans 


sees Aalust a brief resume of one or two 
+ he yamer department store plans which 
tore hs being used but which we doubt 
se of ql attract any sizeable following in 
and mage trade. 
e few allow the salesmen person- 
| the ofly to take trade-ins but the store has 
ald ap, part in this. The salesman must 
a | ell the old appliance, and he must 
een hay to the store whatever he allows | 
d it camespective of what the resale may | 
isfactigmming. This amount is insured to the | 
rece} re by a deduction from salary or | 
salesnim mmission. 
he ap; : There are many objections to this 
ained thod but the chief one is dividing 
10ut ‘ie salesman’s interest between old 
and sgagd new appliances. His money is in 
me old ones, and you know the old 
> simpimying that a man’s heart is where his 
is tmoney is. 
-e gen some other department stores have 
ature qamected to establish the amount allowed 
for oft a trade-in at a maximum of from | 
; 


e to ten percent of the price of the | 
ings “a item—the higher the price the | 
s of wmmgher the percentage. 
This is only a slight improvement | 
the uncertain methods of the 


thin Caae ele ae aoa T 0 A S T S W E LL A N N 0 U N C E S 





i ian 


deparfm 
ant { ’ e customer usually gets the maxi- 
| to gigmum, for that is the easiest way out | TH 7 N FW S S§ ff f A T) T 0 M AT | C PO P 0 UJ T 
It is m. the salesman who is usually concen- | “per we 
fating on the new order. | 
part y We have purposely avoided quoting | TOASTSWELL TOASTER . . : 
to y of the department stores operat- | with Automatic Time Cantrod 
sell g under the old, and well known | " ’ , 
in, "s, which revolve around the ability | The Only Automatic Toaster With All Six of These Outstanding Features 


of t the customer to get the last red cent. 


he progmst why last cents are supposed to be | at A M A 1 | N G LY LOW ° R | C f S 


tting med is one of the mysteries we have 
Also #™g sought to solve. | No. Z SELECTIVE POP-OUT FEATURE No. # TWO AND FOUR SLICE CAPACITIES 
wor | Pops out finished toast ready to serve, or keeps it Only Toastswell offers automatic toasters in both 
re Deak Ber Beaune | warm in toasting ovens automatically. two and four slice capacities in full oven type. 
Store-Manufacturer Survey No. 2 AUTOMATIC SPLIT SECOND TIME CONTROL No. S NO WHITE STREAKS IN TOAST 
There are. of couree, many varie | Likea stop watch, the Toastswell thermostat length- Toast is slowly raised during entire toasting period, 
Tan th alt the ahove plans but they | ems the toasting period when the toaster is cold, — —, —_ and ne ge oe 
k y serve to emphasize how earnestly and shortens it when toaster is hot. The last word ee a 
> are striving to find a one best way in accuracy. No. G GUARANTEE 





t will be fair to the customer, the 


| The materials and workmanship in Toastswell ap A 
and the salesmen in handling | No. 3 py tty MECHANISM...SILENT AS ances are of onusually high quality, assuring perfe 


service and dependability. Each Toastswell is fully 


°c. 


| refrigerators, washers and clean- 


| Especially those appliances | The new Toastswell clock is dead silent...no more guaranteed for one year against defects in material 
ich have many weeks or years of | noisy toast making. and workmanship under ordinary household use. 
tvice left in them. All agree that | ; 
junk trade-ins have no justifica- No. 222 2 SLICE AUTOMATIC TOASTER $11.95 No.222T 2 SLICE AUTOMATIC TOASTER and TRAY SET $15.45 
; n whatsoever in appliance selling. No. 444 4 SLICE AUTOMATIC TOASTER $15.00 No. 222W 2 SLICE AUTOMATIC TOASTER and DeLUXE TRAY SET $18.45 
e excuse of nuisance value is only 
ying to justify something we know Mr. Jobber: Here is the Toaster that will put your appliance sales over the top this year. Send ina 


Bould not exi : , EE 
nn eee sample order today and test the new Toastswell yourself. We believe then that you will be as enthusiastic 
We look forward to the time when | 


ihe survey to be made by the com-\ | about the new Super Silent as we are, and will place your order for this season’s requirements at once. 


ttee of department store men and 


Manuiacturers is completed. Very | U T I FF j T 4 E li E 
kely some of the things stated above | 


1 64 








Bl be outlawed or at least cast out. 
lg ge pnt Mel 620 TOWER GROVE AVENUE: LOUIS, MISSOURI 
Endings antes a ELECTRICAL 2 SLICE AUTOMATIC TOASTERS 4 SLICE AUTOMATIC TOASTERS AUTOMATIC WAFFLE BAKERS AUTOMATIC SANDWICH TOASTERS FOOD WARMERS 
‘ERCHANDISING will continue to re- ZZ 
port any new developments by indi- Fn — hd 
duals or groups in handling trade- | tg -_ a 4 
“~~ Ee be =, « 
After all the best tactics to solve | f ~~ . ae 
Bis ajor problem in the battle for ‘eo ~ 
miles of home appliances is just as im- No. 791 $9.95 No. 795 $12.95 No. 830 $9.95 No. 961 $7.95 No. 620 $3.95 
* pe dpe the i as -_ WRITE TODAY FOR INFORMATION ON THE COMPLETE TOASTSWELL DOMESTIC LINE 
y e war in Europe. TO AT ES SS OO 
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AMERICA’S 
No. 1 VALUE 





| Here is the biggest Vent Fan value today. Nothing approaches 
| it in quality, performance, and price. 

unusual—enclosed motor with large oil reservoirs, chrome plated 
fan blades, streamline design, square panel for easy mounting, 
adjustable conduit box, horizontal or vertical operation. 


prices: 
10” 
12 
16” 


MENOMINEE, MICHIGAN 


Offices in all principal cities 










win 


this 
RECORD 5 


ELECTRIC 
DINETTE 


Needs no special 
wiring — Plugs 
into any 110 volt 
floor or wall out 


GREATEST RANGE SENSATION 


Not an auxiliary appliance, but a complete 
electric range which cooks, bakes, broils, roasts, 
boils and fries, giving the housewife the joy 
of electric cookery at the lowest possible cost 
Retails at only $59.95 (Slightly higher in some 

ocalities) with a splendid profit margin. No 
onfusing details about wiring, just plug in as 

you would your iron 
or your toaster. Idea! 
for summer cottages 
Order your floor sam- 
ples today 


¢ CBN. tne 


of Electric Ranges is 
complete — comprising 
models to suit every 
purse and purpose 
Write for catalog and 
dealer proposition. 


4620 W. 12th Place CHICAGO 


Originators of Buffet and Divided Top Ranges 
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Write for complete information now. 


SIGNAL ELECTRIC MFG. CO. 





Features like these are 


List 












for technical and 
business men 


NEW 1940 


Catalogue of 


McGRAW-HILL BOOKS 





OVER 1500 BOOKS DESCRIBED 
Here 


information 


is a guide to practical, ‘expert 


on many business and 
It contains clear, 
ot 


informative 


technical subjects. 
than 
books 


indus- 


concise descriptions more 


1500 authoritative, 


written by leaders of business, 


try and research. Get your copy 


In it you will find the up-to- 
books 


experience- 


now. 


date that will give you the 


facts —data—you need in 


solving your particular problems. 


McGraw-Hill Books bring you the 
experience of experts in your field 


MAIL THIS COUPON FOR YOUR FREE COPY 


McGRAW-HILL BOOK CO., INC., 
330 W. 42 St., N. Y. 

Please send me a free copy of the New 1940 
Catalogue f McGraw-Hill Books. I want to know 
more about (Name subjects of most interest to u.) 
Na 
A 
( Sta FEM 8-4 


| 
| 


“As Maine Goes . 





1 


And now, to ge 


range itself, we come acro 


‘t back to the ele 
ss the 
| that there is an abnormally high per- 


CONTINUED FROM PAGE I7 


ctric 
fact 


| centage of combination models sold. 
It doesn’t matter whether it is oil- 
| electric, coal-electric, or an electric 
model with an adequate fire-box for 
wood or corn-pone burning—yjust so 
long as it has the fire-box. That’s 
natural, too. Spring comes late to 
most of New England and fall comes 
early. Heat in the kitchen in most 
of the houses is a necessity. They 
are not only used to it but even new 
houses do not seem to have any great 
provision for employing the central 


heating unit for kitchen warming pur 


poses. In addition, the New England 
capacity for thrift would never per- 
mit a unit in the kitchen which 
primarily being used for heating pur 
poses, going to waste where a littl 
cooking might be accommodated. 

And so the combination range of 
one type or another accounts for any- 
where between 25 per cent of total 
sales in the Portland area to as high 
as 50 per cent in the Augusta area and 
the Manchester region. 

Now it must be admitted that the 
men who are responsible for range 
and water heater sales in these compa- 
nies are perfectly cognizant of the 
difficulties they are up against. On 
the other hand, you will find ther 
optimistic about the range business 
and its future in general. 

Over at Cumberland County Power 
& Light, for instance, Roy E. Holden 
believes that the electric range ha 





Electric kitchen and light conditioning service center in the Lewiston store of the 
Central Maine Power Co. 














reached about the stage that tl has Deen 
tric refrigerator had achieved fiye Spine Decaus 
six years ago. the elves 

“Trouble is,” says he, “there’s pagggin the hi 
too much glamor put into this clecyilt! rg! 





range business. We've been trying §ggpro"™! 

sell women a beautiful piece ot e Phe “ 
ment for the kitchen—a piece Public Set 
equipment that costs a damn _ sigg@ging struct 
more than most of the other ferent met 
ment that is competitive—instead @gtives- rh 
concentrating on the numbe mand the pr 
thing which is that the electric 1 general th 
is just a glorified cook-stove anne 
should be able to deliver three 1 i sepa. 





day and keep on doing it year yu ee 1 
yeal It’s enough that we hay each com] 
sell the woman on a different met! One ot 
of cookery without having to | : ll for FP 
high prices, the cost of installatio: s 
a prejudice to using anything ol 
runs up the light bill.” y ~ 1 
Something of the same naturé I an 
expressed by A. T. Littlefield at | Bthat ~ 
tral Maine Power in Augusta aa bu 
Taylor Harvey, in charge of appl Bey, the 
merchandising at Public Servi { week 
New Hampshire. All the compar apeoye 
ve tackled the installation probl F ) WOT 
paying $30 flat for all installations i y,t 
heir lines—their own sales and At Ce 
sales, too. They have also tri ene al 
tackle the high price problem by pe stores 
porting a private brand range . a : 
starts as low as $47.50 and winds d-1n 
at $129.50 for a combination - te 
. nas 


featured in 
regular play 
on reg 
They 


ry nese are 


windows and take 


ranges 
their 
1a step-up schedule 
turer’s 


price 


manufac brands. are 








And this is another light conditioning service center—this time on the main floor Ce 
display of the Public Service of New Hampshire. 
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featured as leaders in advertis- 
Eng, the writer was told, and they rep- 


emepeserit good merchandise for the 





ING 


, veeks to ome, Chis company 
, ‘ " ° 


The ranges are even being 
mi: available to dealers but there 
has been little progress along this 
hine because the dealers have expressed 
themselves as being able to sell ranges 

e higher price brackets where 
argins enable them to make a 
e companies, while under the 
Public Service of New England hold- 
structure, employ somewhat dif 
ferent methods to achieve their objec- 
Biv ;. The range installation practices 
private brand merchandise are 
ral throughout the properties but 
anner in which they work out 
separate campaigns and run their 


e 





ess is arrived at independently in 

i “ompany. 
; One of the stunts that has worked 
ll for Public Service of New Hamp- 
a series of small cooking 
where the customers actually 
$5 for a course of 10 lessons. 


are only ten in each group so 

he maximum benefit may be 

g | but, according to Taylor Har- 
the groups are booked up solid 


VS sixte home service girl 
“ ot. £ 1 1 . +1} 

WOTK 10 aeaiers 1 Lile¢ col 
vy, too. 


\t Central Maine Power in \u 


a stu that has worked in the 
2 tores of the utility is a Thritt 
5 p To! obsolete, scratched and 
ipp ( Here ag the 

il to the la ee sense Of a Dart 
s b turned into a useful 









“The Thrift Shop,” says A. E. 
Smith, advertising manager of Cen- 
tral Maine, “is usually located in the 
basement or room adjacent to the main 
floor. Here our customers can pick 
up merchandise at a saving which in- 
duces a steady removal of these shop- 
worn appliances. 

“In order to readily give the date at 
which any appliance comes into our 
stock, we have set up a dating system. 
insisting that the store manager place 
this information on every carton placed 
on our shelves in the stock room, and 
upon the string tag which is attached 


to the appliance on display. This tag 
shows the make, model number, selling 
price, cost, and is dated in code so 
that this information is readily avail- 
able.” 


At Manchester, too, the main dis- 
play floor of the P. S. of New Hamp- 
shire, in charge of Harold Bull, is a 
model of intelligent sales layout. 
“Step-down” departments for electric 
range and refrigerator selling mini- 
mize the salesman’s effort; light con- 
ditioning service centers bring to- 
gether adaptors, bulbs, shades and all 
the paraphernalia of the lighting busi- 
ness; and a small appliance display 
involving mirrors and _ fluorescent 
lighting makes a handsome and effec- 
tive background for clocks, waffle- 
irons, toasters, coffee-makers and the 
other traffic appliances. This was de- 
signed by Manning-Bowman, §inci- 
lentally. 

The New England Yankees May be 
shrewd customers and a little slow to 
embrace new ideas but there is noth 


1 


ing out moded about the methods em- 


ployed to bring them to the signing 





Central Maine window displays for summer water heater campaign featured the 
low | cent rate for all energy used over 200 kw.-hrs. 
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EXCLUSIVE 
“WONDER-WORKING" AC. 
TION OF KITCHENAID WINS 
WOMEN'S ATTENTION TO 
MANY “BIG” FEATURES THAT 
MAKE IT EASY TO SELL A... 


MODEL 3-A 


Complete with F 
Juice Extractor 


“Thoro-mix” action — for swift, scientifically exact mixing . . . Extra Power, 
for really hard work . . . Built-in Power Unit, for operating Attachments, 
without any extra “power-adapter’’.. . 10 Speeds... Simple Speed Guide... 

Full-vision Bowl . . . All-purpose Whip- 
To real coffee  per-Beater ... and many other features, 
lovers, Kitchen- make a real KitchenAid at $29.95 a 
Aid Coffee Mills GREAT value—and a PROFITABLE 
sellon sight at seller. Write today for attractive dealer 


$9.75 proposition. 








MM 


HE new Allen Parlor Furnaces dramatically 

demonstrate that Allen has created Oil 
Heaters to meet modern standards of home com- 
fort, cleanliness, convenience and beauty. 


They are original in design and construction; 
modern in engineering, dependability and 
economy. They are fast selling merchandise for 
this rapidly growing market. 

Write for the story of the “Twin-Eight” and 
“Twin-Ten”, with “Super-Charger” burners; the 
“Air Conditioner” fan; and the exclusive business 
getting sales plan back of them. See them at No. 
513-A, American Furniture Mart. 


ALLEN MFG. COMPANY « Nashville, Tenn. 


Established 1867 





HOBART 


FOOD MACHINES 
The Hobart Manufacturing Co., 1608 Penn, Troy, Ohio 


Modernize Dil Heating . 
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ONLY 


WRYIVER-HARRIS 


MAKES 


Satisfaction from the heating ap- 
pliances you sell can come largely 
by your care in specifying not 
merely nickel-chromium for the 
heating elements but ““Nichrome 
— the Driver-Harris alloy.’ 


it is made only by 


DRIVER-HARRIS COMPANY 
HARRISON, N. J. 









‘FAST FIRE OIL HEATERS. for\, 


_— 


\ SURE FIRE SALES 














WASHINGTON-FROGIL°"x45:"° 


with DOWN-DRAFT, HOT-BLAST and “INSTA-LITER” 


The unusual speed in starting, the capacity and 
economy of down-draft hot-blast combustion, the life- 
time service of the stainless steel burner, and models 
that are popularly preferred make the Washington- 
Frogil oil burning heater line “sure-fire” for ‘40. 


Write for information about this complete line of eight 
different models, and the complete Sales Plan for 
ge, moving them in volume at a profit. 
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Alice in Electric Wonderland 
CONTINUED FROM PAGE 31! 





An important distinction must he 
made, however, between dramatics and 
tricks. No tricks are used in this 
show. Its purpose to show the 
women in the audience the utter prac- 
ticality and simplicity of electric cook- 
ing. Two primary points—speed and 
economy of operation—get the major 
share of attention, with all other fea- 
tures of cooking receiving 
their proportionate share. No cakes 
will be baked in upsidedown ovens to 
show even distribution of heat in the 
oven, nor will cakes be baked on sur- 
face units. Each feature of electric 
cooking will be dramatized, but will be 
so dramatized that the eyes and minds 
of the women in the audience stick to 
the practical cooking operation rather 
than be diverted by the cleverness of 
the trick 

A “Wonder Meal” will actually be 
| prepared on the stage, and menus and 
recipes for this meal will be printed 


is 


electric 





in a little souvenir folder, which will 
| be given without charge to the women 
| in the audience. This “Wonder Meal” 


has been selected so that each part of 
the range is used in its preparation 
and results in dishes which are both 
colorful and unique yet use only ordi- 
nary foods which the housewife 
used to purchasing daily. 

\ concluding curtain speech by the 
utility executive can explain to the 
women in the audience how easy it is 
to own 


is 


an electric range, giving de- 
tails of the dealer and utility’s plans 
on financing purchases, etc., and point 
to the dealers’ booths at which they 









i 
FUR 


HEATIN( 
) 


+ | 


heating sy: 
quick insta 
ment, ser 
closet. Siz 
ches. Me 
equipped 
draft po 
Model ACI 
ACF-85, e 
forced d 
burner. 


Alice meets the White Rabbit who offer; 
to show her how she can help make he: 
mother's life easier through electric 
cookery 


may examine at their leisure the va 
ous makes of ranges. 

A simple trick will be used to ke 
the housewife in the auditorium to vis: | 





these dealer booths by announcing t! | at 

the door prizes, if any are given awa SS 

will be awarded within 15 minut 

after the close of the show. T! PO 

means that the women, if they wish sf | —_ Mec 

wait for the selection of door prizes ou 

gifts that are given away, will have vi 

spend the next 15 minutes looking «jj Ex 

the dealers’ booths. ' stu 
HE 





Range Revue 


CONTINUED 





motional plans of the Power Board. 
Participating dealers featured win- 
dow displays and sales floor displays, 
and expressions of great satisfaction 
were in evidence after the Range Re- 
vue as being the best electrical pro- 
motion ever seen in Chattanooga. 


$2,054,435 in Appliances Sold 


The Electric Power Board of Chat- 
tanooga, having in effect TVA resi- 
dential rates without surcharge, fin- 
ished its first fiscal year of 104 months 


Sells 642 Units 


FROM PAGE 32 








or li 


Ste 


ranges and water heaters has bee: 

effect. No appliances have been : 

by the Power Board, with all sal 
being made by dealers. The Boar 
maintains a full-time Appliance Repa 
Department of 19 men and does pra 
tically all of the appliance service wor 
in the city at cost. 

Total sales of major items by apf 
ance dealers to the Power Boar 
40,000 customers included during t 
104 months’ period—4,203 electric 
frigerators, 3,591 electric ranges 
1,927 electric 


Just O 


ELE¢ 











water heaters, wit 
; : ERE i 
on June 30. During that time a pro- total dollar volume of all applia: d 
gram of free installation of electric of $2,054,435.00. o« 
by easy 
wiring jo 
. quage; c 
Dollars and Cents of Home Service . [standing 
n 
CONTINUED FROM PAGE 50 demar 
ae . Cover 
It will be noted that the arithmetic is relations. Says Mr. Gale: 

- lL. Under 
in round numbers, shaded toward a “Tf the housewives of our terri electrical 
“OT at} — : . . ty meadsureme 
conservative estimate in every im- can be convinced that our privat vices ane 
einie —" . - on _ . . . sizes 
stance. The table indicates at least owned, tax-paying companies are | ~ By 
that the department has been worth desirable sources from which to aaa @ 
: . , . ‘ te, 
what it cost to operate. chase their electric service, an SE 

In addition are a number of in- they can also be convinced that 


tangible accomplishments whose value 
has not been estimated in dollars but 
which are perhaps of more value than 
all the others put together. There are, 
t, the preselling of many appliances 
for both power company and dealers 
and second, 


ind 


nrs 


the developing of good 
preventing of bad customer 


the 


AUGUST, 


1940—ELECTRICAL MERCHANDISING 


service which we sell is cheap, | * McGraw. 
lieve one of the major problems oi . Send me 
° on : n 10 da 
companies will have been solved. paid on 
Home Service department is a - 
. s Name 
important part of our organiza . 
- ' 
which can and does convince our p Address 
tomers of these facts. Therein lie : ant 
J 


principal value.” 







CONTINUED FROM PAGE 24 mune QUALITY WASHERS 





p es | Make Em Want It_ | GneMinite 
Complete. 


dd OIL BURNING 


1s ep 


: WINTER of the customer’s interest, has won for | 
dé : him a following that is greater than 
; 4 | ordinarily would be expected. 


Not having a lot of capital, he cast 


about for something that young people 
(3 MODELS) 


about to start out in housekeeping are 

3 reve always looking for. Used furniture at 
0.0 first blush does not seem so attractive. 
65.000 Nevertheless, every newlywed, every 
85.000 young family on the make are con- 

BTU per HR E | stantly adding to their equipment, and 

; | secondhand furniture offers a quick 

INSTALL turnover at a high profit and some- 


thing that does not take a lot of capi- 















A completely automatic 
heating system ready for 7 | “Dig , . _ F the > le 
cetsh tectaiiattod’ tn bane- ) a LOW 1 tal. ' Eighty pe r cent or the people 
Sout copulee cea oF who buy appliances today go shop- 
closet. Size 27x27x62 -in- j | PRICE ping,” he says, “and if we can get 
ches. Model ACF-60 — Mee Tg ig eh : 

sqntoped with aatund them early in the game and we can 







draft pot type burner | MANY | sell them well enough so that we can 
g Model ACF-65 and Model / : fr k at all future 1 ‘ne ae | 
offer APR, equine? wilh QUALITY get a crack at all future business.” In 
e her forced draft pot type his year at Paris Jack Hamilton has 


valle . a. ij FEATURES 


acquired an aggregation of eight em- 
+ ployes, seven salesmen and a girl. 
ECONOMICAL Three of the men work on a cold 


TO canvass basis 
lar heating system because it’s the or oge . , R 
The most poputar Reanng oy rhe utility here is very good in its 

















AUTOMATIC © oiL 





» ke ; ROOM — en Cena ae tote of PUNCE-s0et of OPERATE | cooperation with us. John Sweeney 

: | —- olL —_— 0 ee fer . of the 3oard of Public Utilities will INCREASED 

th | BURNING WA selling features of AIR CONDITIONING—as well MEETS | wire in a range for $5, provided the SALES fos eto! 

= HEATERS - the nas ES ee pot POPULAR customer agrees to use it for three 

_ | pot TYPE anges % Stiont-Sioux, the line with Greater DEMAND | years. If we sell a range in the PROFITS 

am : | MECHANICAL Profit Opportunities. Write for complete details. | morning they will have it ready for Two words that indicate the 

ae DRAFT FURNACE him to cook on that night.” story of ONE MINUTE Prefer- 

a BURNER LF LENT: aS | '@) ux OIL BURNER | John Sweeney is the man who had ence — dealers everywhere tell 

ing EXCLUSIVE a census made to discover what the of increased business and profit 
SILENT-SIOUX town and rural customers owned in by featuring the new, modern- 
HEAT-MIZER CORPORATION ORAN GE CITY, lA. the way of appliances. istic line of One Minute Wash. 


He found 1,565 meters in Paris, and | ers. Send for complete details! 
ania scubaepeiaiaaia Sais | 283 outside the city limits His re- 


search showed the following degrees ONE MINUTE 











How to wire of ownership: IRONERS 
— e 
for light and power... | Town — Rural 
. Refrigerators .... 752 93 
Step-by-step methods fully and simply aan . 3()7 15 
sal explained in this new book Water iat , 2 21 1 
Be . PUNE eRe iriis ace 31 9 
cep Just Out! Washers ........ 276 17 The Cabinet Ironer, Model M-69, 
pl Ironers be eee nl ray and the Portable Ironer, Model 
A p RACT | 4 A L | Miscellaneous .... 4? 1 M-29, exactly fit today’s ironer 
market. For better Ironer Busi- 
apt , ‘ ‘ . p ness, sell the “ONE MINUTE” — 
nar EL — Cc T be ic A L WwW I R I NG we \ lot : Contes s would give —_ a name that has stood for qual- 
= | right arm to have a survey made of ty peviccms Sie 42 enmek: 
>* By H. P. RICHTER what farmers and townspeople own ha ay 
: 500 BY. 8. illust d. $2 and do not own,” said Mr. Hamilton, ONE MINUTE 
? Pa 2 x &, illustrated, $3.00 “Nevertheless, it is not worth much to DRAIN TUBS 
ERE is a complete course of instruction for those who want to learn how to | us. You have to get a man steamed : , : 
do electrical wiring. Begins with very first elements and takes the reader | up and interested before he will buy. ne ee eee 


Drain Tubs. Attractive in pearl- 
white electrically baked finish. 
Heavy gauge galvanized tubs. 
Substantially braced. Easily as- 
sembled. Convenient self-drain 


by easy steps, plain instructions and methods, to the completion of typical | The mere fact that he hasn’t some- 
——v'ting jobs in accordance with official requirements. Employs simple lan- | thing is ne indication that he is going 
guage; confines mathematics and theory to the minimum necessary for under- | ‘°. rush gos and buy it ae 
tanding of the work; covers medium voltage jobs of the types that are most | eennaie % i: eeneved 80 -Rimn, see Raw 
| 





n demand. got to yearn for it, want it, desire it nozzle. An addition to standard 

— and hope for that range or refriger- Drain Tubs is-the fast-selling 
Covers: ator before he will make a sacrifice to Junior Drain Tub and Wringer. 
Ll Underwriters and codes; Il. Planning and installa- Ill. Planning non-residen- get it. It’s up to you to get him It's new, different, interest im- 
aeeal __peintples | ona tiem; | specific gullets: yd —— 1 started dreaming and window wishing pelling. Write for information. 

V vices and circuits: wire, old work; farm wiring; laneous problems; wiring or you will never get a sale.” 

et szes and selection; con- isolated lighting plants; for motors; wiring schools, The Hamil bovs Herber ONE MINUTE WASHER co. 
nections and joints; resi- wiring apartment houses; offices, churches, stores; hi amt ton os ere rt dpoliance Craftemen Since 1808 
— and farm motors; etc. etc. Smith, Nolie Pierce, Elzey Mayo, Bill a a heneys 

. ‘ rel H am a ieee “Ed ‘ Ft! ivision of Midwest Metal Stamping Co. 
x SEE IT 10 DAYS ON APPROVAL — MAIL THE COUPON Powell, Horace Baucum, Edwin Eth- KELLOGG, IOWA 
I MUCSCC SSS E SESS ESET SSS S SERS S SSSR SSSR ESTES SEER SERS EERE ESSE EEE R SEER EEE EEE ridge and Lawrence Crow—find a 


good leverage to work on the farmer 
is his minimum bill. Point out to a : ONE MINUTE WASHER CO., 

MY Sige A ga gg aS $ KELLOGG. IOWA 

farmer that the $9 a month he has to H Gentlemen: Please mail at once details 
pay gives him more juice than he can : of the New One Minute Beauty Line 
Ve and merchandising plans. 


McGraw-Hill Book Co., 330 W. 42nd St., New York 





Send 


i me Richter’s wey Electrical Wiring for 10 days’ examination on approval. 
10 ange I will send $3.00, plus few cents postage, or return book postpaid. (Postage 
4 on orders act aan ed by remittance.) 





use up on lights, and the chances are ; 
. BD errr cccesscrccvcsssccscscercoscscosess COMPANY cee. ceser-cvscsees j ] : 3 : Name 
. s hi aa i a tac he will buy an appliance to use up his E 
St ey” . . - Address 
ne Oke sha chcha deel adh ladadeiehsiniedach pied deat otal deep cadet F.E.M, 8-40 electricity he is wasting. Most farm- 
(Books sent on approval in U. S. and Canada only ; . > a . City State 
‘rs are signed up on a 30-month basis. 
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WHERE TO BUY 


Parts, Services & Accessories 


For rates see last issue. 











SPECIALTIES 








Electric Mangle Roll Pads and Covers 


\ acuum Cleaner Bags, Ironing 
id covers, W asher and ironer covers 
Texti ile Spe jalty € Co., W 54th. Cc 





Board pads 
Ohlo 
leveland, O 





Knitted Cotton Padding 


Manufactured in Rolls or Pads, 
size 


Southern Mills, Inc., Wells 8t., 


finished to 


For laundry machines and specialties 


Atlanta, Ga. 





PHOTO ENLARGEMENTS 
FOR YOUR OWN POSTER DISPLAYS 
Blow-ups made, any size, from your own photos, 
clippings, et For wall or window displays, t 
truck panels, Finest work, hand colored, lacquer 
finished, beaver-board mountec 
Lowest Prices—Guaranteed Quality—Fast Service 


Submit proof for quotation—no obligation—or we 
will send price list on request 
STITES PORTRAIT ©. (Sst. 1899) 


Shelbyville. ind 








RUBBER UPHOLSTERED 
S 

HAND .< | 
TRUCKS ~~“ 
SAFEGUARDS \ 


Your Profits! \ \ 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators. 
ranges, radios, kitchen cabinets, ete. 
with patented quick change ratchet 


convenient sizes. 
on request. 


ORANGEVILLE MFG. 


Descriptive circula: 





Orangeville (Col. 






pletely rubber upholstered throughout. 


Manufacturers complete line of Floor Trucks 
Co.) Penna. 


Only truck 


Com- 
Several 
r and prices 


co. 


nose. 








A REAL “BUY” FOR YOU 


CRISPERS 


13” x 814" x 4% 
Dozen Lots $6.10 
Less 2%, or $5.98 NET 


15” x 944" x 4” 


Size 


Size 


Dozen Lots $7.64 
Less 2%, or $7.49 NET. 

















EMPLOYMENT 


SEARCHLIGHT SECTION 


Classified Advertising) 


“OPPORTUNITIES” 


See July Issue for Advertising Rates 


: MERCHANDISE 
: BUSINESS 














Once sold 
When 


they 


you once sell 


your profits. 
grip, 
ers will 
increase your profits. 


MILBERN 


NATIONALLY KNOWN BRANDS OF MILBERN'S 


RE-NU-VATED VACUUM CLEANERS 


stay sold 


MILBERN Rebuilt 
Vacuum Cleaners, you can count on keeping 
Because your customers will be 
permanently satisfied. From brush to handle- 
Milbern RE-NU-VATED vacuum clean- 
help you build your 


sales and 


Send for attractive profit-making details. 


VACUUM CLEANER CO. 
241 W 23rd STREET 
NEW YORK CITY 


“Recreators of Vacuum Cleaners” 








ALL LEADING BRANDS 


Rebuilt 
Nationally Known 
Vacuum Cleaners 


Complete Cust . 
pm omer Satis 


jon M i 
Profits for You ae 
Oe. 0 «6 6s as 

they stay soid 








SALESMEN 
sstablis hed elects 
woul 4 like » contact 2 


salesmen 
England territor 


and one 


including Southern Indiana, Southern 
tucky, Tennessee t 
Only those having experience calling 


Michigan Ave 


cal manufacturing cx 
one for New 
for Southe 


distributors, dealers, department stores 
apply 
Write we complete information 

.-58!, y A Merchandising 


Chicago 


mncem 


rm territory 
Ohio, 


on electrical 
, etc. need 


il 





for “ANY alt or Trade Mark 








Furniture 
to sell our 
known line 
direct 


and Appliance 


of 


Easy sellers, pl 
mess, and goed 


the salesman. Will consider 


lines to men who can qualify. 
want to land 
your territory apply now. 


Address 





330 W. 42nd St., 


SALESMEN 
Washing Machi 
—and Appliances — 


We will accept a plications from 


popular priced, nationally 
washing machines 
from factory to merchant. 


enty of repeat busi- 
money makers 


applications, and may be able to offer 
other Appliance and “hot” Furniture 


these HOT lines for 


Give us complete information about 
yourself in your first application. 


SW-580, Electrical Merchandising 
New York City 


salesmen 


for 
sideline 


If yeu 
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CASH PAID 
for used 
Vacuum Cleaners 


TALLEY VACUUM CLEANER CO. 


510 8S. Tryon &t. Charlotte, N. C. 








NEW ADVERTISEMENTS 


Copy received by Aug. 29th 
will appear in the Sept. issue, 
subject to limitation of space 
available. 








| 
| 


| a five-year payment basis. 


become a 














MAN WANTED 


OPPORTUNITY OFFERED 





and service routine Experienced in office, 
stock room and shop detail. Position requires 
fleld contact and sales ability. Refrigeration 
Equipment, Inc., 4430 W. Madison Street, 
Chicago, Illinois 


| modest 





Refrigeration maintenance | 
two 


1940 


CONTINUED FROM PAGE 13 ceummmmmmmes 


Store Styling 





and meet- 
the after- 
that night 


served at noon in the store 
ings continued throughout 
noon. A party was staged 
at the Hotel Cortez across the street. 
Everything the program—an- 
nouncements, publicity, decora- 
tions, display, and performance went 


on 
ads, 


through without a hitch, three months 
preparation behind the event having 
perfection. 


insured its 





A corner of the H. E. Saviers service de- 
partment. 


The Saviers organization has its 
own kitchen planning department and 
makes a specialty of contacting owners 
of new homes as building permits are 


filed. One man is assigned particu- 
larly to this work. In addition to 
their electrical line they also carry a 


complete stock of cabinets, 
large 


selling a 
number of complete kitchens on 
So many 
of these have already been installed in 
Reno that replacement sales now have 
factor of considerable im- 
portance, one out of every two range 
sales now involving the trade-in of an 
electric range. To handle this second 
hand equipment, as well as other 
trade-ins which are taken in the 
course of the year, Saviers some time 
ago established a “warehouse” two 
blocks away from their old store, from 
which all used and _ reconditioned 
material was sold. This had become 
popular with country people of 
incomes looking for “bar- 
gains” that on occasion it had been 
necessary to purchase additional 
material to meet the demand. The 
warehouse is equally well situated 
from the standpoint of the new store 
and will continue to function, thus re- 
lieving the main sales room of “bar- 
gain” and less standard types of 
equipment. 

In his 


sO 


introductory address the 


| mayor of the city payed a tribute to 
| the 


and service 
Saviers, father and 
and expressed a sense of civic 
pride in the type of building and busi- 
ness which the new store brought to 
Reno. The interest of customers and 
prospective customers was well indi- 
cated by the record-breaking attend- 
ance. No sales were made during the 
days of the opening. But the 
Saviers expect a marked increase in 
volume in the months to come. 


good citizenship 
rendered by the 
son, 


AUGUST, 
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Conditioning 
Changes in St. Louis 


MO.—That air condition- 
its popularity in residences, and 
a the horsepower per installation is 
ao down are two points made by E. A. 

levelopment engineer, with the 


LOUIS, 


a: Electric Company of Missouri, 
a. 
t me 23 installations were counted in 

) 321 in 1934, 1,559 in 1937, and 
m0 caw 2,840 installations, Mr. Freund 
me; Consistently year after year from | 


to 50 per cent have been residential, 
me in 1939 saw 1,266 out of 2,840 go 
mes. 
he average size of installation also 
ndergoing a change,’ Mr. Freund 
“In 1930 it was nearly 75 hp per 
lation. Today it is only about 16 


‘+ we 


mond during 1939 it was only 114.” | 


e reason for these very definite trends, 
™ Mr. Freund’s opinion, has been the 








Se lability of non-toxic refrigerants, the 
Bion of evaporative condensers, and the 
ment of the self-contained room and 
mere cooler. 

t was in 1931 that the non-toxic re- 
weration of the freon series became | 
Bie ilabl Evaporative condensers per- 
mt installation of refrigerating machines 
Mithout the use. of large quantities of 
C0 Union Electric main- 


idensing water. 
an exhibit in Louis of 
es and makes of these machines 


St. many 


Schneiderhahn in Waterloo Fire 


HIICAGO—A thirty minute wait on 
iith story window ledge of a Water 
Iowa, hotel saved the life of A. A 


s neiderhahn, Leonard refrigerator dis 
of Des Moines, recently. 

The Schneiderhahn Company was hav 

me its open house showing of radios at 
aterloo when the fire broke out at 
30 am. Earl Clinker, G. B. Thomas, 
1 Gordon Thompson of the Schneider- 
ganization were in the hotel at 

Me time of the fire and two of the men 


overcome by smoke. One fireman 


f asphyxiation. 


Florence Holds Dealer Meet in 


Chicago 
SHICAGO—Coincident with the July 
Markets, the Florence Stove Company 


1a dealer’s meeting and dinner at the 





| 





Unusual Washer Display 


You don't often see a washer displayed 
with shoes, but Peoples Light of Davenport, 
lowa, lent this Voss for the Conner Shoe 
Company display and it attracted a lot of 
attention. 


Merchandise Mart to 
1940 fall heater line. 
William Remington told the crowd that 
the company’s 1940 fall heater line is 
the largest line of oil burning | 


introduce their 


perhaps 


space heaters ever produced by that firm. | ARMSTRONG PROD U Cc TS CORP. 


Chief engineer, H. O. Berry, outlined 


the mechanical advantages. 
New G-E Distributor 
The Casper Supply Co., 444 South | 
Center St., Casper, Wyoming, with 
branches at Sheridan and Cheyenne, 
Wyo., Rapid City, S. D., and Chadron 


and Scottsbluff, Neb., has been appointed 
a distributor for General Electric clocks, | 
fans, and heating devices 

Also appointed a distributor for clocks | 
and heating devices is the Mid-State 
Electrical Supply Co., Inc., 1217-19 
Church St., Lynchburg, Va. 


St. Charles Cabinets in Life House 





One of the striking features of the LIFE House on exhibition in LaGrange 
Park, Illinois, is the all steel kitchen using St. Charles stee!] cabinets, with Veribrite 


porcelain sink top, and Westinghouse appliances. 


The cooking unit of this 


kitchen consists of two Westinghouse Coronets combined with St. Charles cup- 


board and drawer cabinets to form an efficient six burner stove. 


The one piece 


porcelain top, provided with openings to accommodate the burners ties the stove 
and cabinets into an efficiently arranged unit, with well placed counter space 


without joints or breaks. 
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Cmstrong a NN AUS 
FOR LIVE DEALERS 


IRONERS 





i 
6 
1 FULL 21-INCH ROLL RED PILOT LIGHT (indi- UNIFORM PRESSURE 
(Handles Big Sheets Easily) cates When Current is SHOE (Assures Smooth 


On) Even Finish) 


AUTOMATIC THERMO- NON-SLIP RUBBER 


STAT CONTROL (No ELBOW CONTROL GUARD (Prevents Slipping 
Scorching, No Underheat- (Leaves Both Hands Free of lroner on Smoothest 
ing) to Guide Clothes) Surfaces) 


6 Reasons Why the Armstrong Master lroner has such strong appeal 
for every woman who sees it. 

6 Reasons Why it sells easily, with good profits to the dealer. 

6 Reasons Why it stays sold. 

6 Reasons Why one Armstrong sells another. 


A NEW CONTEST PLAN 


advertising campaign featuring a FREE 
IRONER TO WINNER. Master Model 
(illustrated) retails for $34.50, Porta- 
It is a sure fire local Lectric Model $26.95. 


Write or wire for details today to Dept. EM 


that will focus attention of every woman 
in your community on your store—and 


the Armstrong. 


Quality Electrical Appliances Since 1899 
HUNTINGTON, W. VA. 





NATIONAL 
ENAMELING 
AND 
STAMPING 


THE NESCO 
DE LUXE AUTOMATIC 
ELECTRIC ROASTER 


like the 


Always make sure the roasters 
electrical appliances you sell—contain 


“*TOPHET" nickel-chromium elements. 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY ¢ 


VISIT OUR 1940 WORLD'S FAIR EXHIBIT IN THE HALL OF INDUSTRY AND METALS 
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Fishing lining to our electrical dealers some 
tf the reasons why they should im- ERCHAN DISING 
; mediately take a look at this new 
picture on narket and do something about capi- Vol. 64 ia 
oe : t ne oF hi ine thicl ; 
cover is a good one. ‘alizing on this business which, in re 
you ait ae my opinion, is so rightfully theirs. Publication Office, 99-129 North Broadway, Albany, N. Y. 
1 1 j ¢ being ce id Could not refrain from adding a tele- Editorial and Business Offices, 330 W. 42nd St., New York, N. Y 
, raphic su nent to your article in he a a 
Q ele C c il grap! ic § ppler eI 0 yo a cle 1 Editor Manager 
However ’ 1ap who yk the form of the following thirteen | LAURENCE WRAY, Managing Editor ANNA A. NOONE, Home Appliance Editor 
e ab itely was not a reasons as to why, in my opinion, our HARRY PHILLIPS, Art Director MARGUERITE COOK, Market Analyst 
( Speaking purely from a Clectrical dealers should immediately ERNEST C. HASTINGS, Contributing Editor 
f 7 * ' bam are , ; TOM F. BLACKBURN, Chicago Editor, 520.N. Michigan Ave. 
Inoint area are : f take a good look at this business to | ' A 
} um, Were are some ol S alt 5 el CLOTILDE GRUNSKY, San Francisco Editor, 68 Post St. 
leficiencies of the picture: determine not whether they can afford 
“er . 
inet e no oat ‘r oarlocks in t® go into the kitchen business, but | UGUS 9 0 
‘oat so vour fisherman would be ‘Tather, can they afford not to go | A ., 1 4 
1 hell of a fix if his painter came into it in a most aggressive manner! ee 
a youn Al Here are a few advantages which the The Merchandising Month By L. E. Moffat............ : 
é e drifte way. Also, ‘Se S ew me u 
: y for anv Sale of electric package kitchens | Range Sales Progress By States 10 
xcept maybe pogies offers the dealer and his salesmen. It A marketing map which shows the progress of range sales for the 
ngs, 7 Eg Bata in is interesting to study these ad- past six months broken down by states and per |,000 customers 
ng either a creel or a : alate tates — 1 . s ts ¢ 
[here are other flaws Vantages by making a mental com- Electric Store—1940 Style . 12 
ut these are the major ones parison with the same factors as they H. E. Saviers Sons new building in Reno, Nevada, is the last ‘ondiine 
ier er ot fn pomenetl wil tie es see for yourself 
[ 1 12 you would like to exist in connection with the sale oO! 
vt efore some other fisherman ‘the appliances and merchandise cur- | Tackling the Tough Ones 14 
beg rently featured by the dealer: a — my salesmen from all over the saute antes their 
creer z ardest sale and how th 
GEORGI [TENNEY (1) Small display and stock invest- | oo 7 ome 
tor, 1 rical West ment required As Maine Goes By Lawrence Wray ‘ 16 
(2) No yearly model changes. A glimpse of the merchandising picture from the New England states 
(3 Splendid oroht margin. First | with special reference to the electric range business 
7 : profit margin. irs 
Packaged Kitchens sale of complete kitchen will in many | Meat—A Subject for Range Salesmen i8 
instances carry margin equal to deal- | The story of a woman who has done a splendid ation on electric 
’ " knowing her meats. She tells you what she knows, too. 
P er’s original investment. ranges by g 
‘i he bole problem. | A Little Journey to the Home of George Hughes 
Sel —"* (3) No vaneeuiaiitian (Just try to | By Tom Blackburn 20 
K re No. ] ¥ ae persuade the proud owner of an elec- One of a series of pictorial visits to the homes of famous electrical 
. a » AV OF youl a tae ao accaadl.. ee ee ee men—this time George Hughes, president of Hotpoint. 
kitchen to give it up!). 
4 23 
I r s the act that too (6) Local markets unaffected by | The Facts on Bottled Gas Competition tit t lectes 
ir electrical dealers seemed Varying utility rate structures. | A wealth of material here on a fast growing competitor to electric 
lize the opport ffered b (7) Ease of demonstration (Each es 
ze pportunities offerec 4 “aS cemonstratie “Me 
enitsidiaias ‘cane. hii alll nein’ dear eel die, Make ‘Em Want It . 24 
rw if pubil acce ptance itchnen | erves aS a periect dem 
th, seacaital “iat canes at? : a This Paris, Tenn., dealer says that it is up to the ales to make 
for th ymplete electric kitchen has OnStration model for subsequent 
att les) the customer want electrical appliances 
een a source Of genuine concern to 54/€S). 
me, concern because of the fact that (8) No gas competition. Have Ideas pede: ; 2 
yf the electrical industry have for YOu ever heard of a gas operated A new batch of aniie exeguilans on appliance ‘ealling 
‘ ri I \austry ni » 10 + gs i MCaiG O11 «¢ as t al 
years been building this accept- Dishwasher or Disposal? Alice in Electric Wonderland 31 
> through everything that we have (9) A natural for step up sales, An outline of the fall promotion of the Modern Kitchen Bureau on 
é ly by the promotion of customer purchasing single major ap- ant ae age 
packaged kitchen theme, but also Ppliance is prospect for complete Range Revue Sells 642 Units in 30 Days 32 
9 e kitchen appeal that has kitchen. Using the MKB range revue, Chattanooga dealers broke some range 
placed behind the promotion of (10) A natural for progressive and selling records 
r major appliances, the refrigerator, add-on sales. Shoppers Stopped and Stoppers Shopped 
range, and the electric sink. It (11) Shuts out competition after | By Clotilde Grunsky 34 
las seemed to me that inasmuch as_ initial sale of any portion of kitchen How Los Angeles Bureau of Power & Light conducted a range 
ve have ‘reated thi new mark customer must come back to dealer campaign 
this new market —Ccustomer must ci ‘ ‘ . ' 
that the fruits of same justifiably for cabinets and appliances needed to Who Said Men Can t Cook? By R. M. Beatty 38 
belong to the electrical dealer : complete kitchen. 3,000 salesmen a year have been trained by the Tuff Guy men's 
Unfortunately) (12) Each kitchen sold provides an | oomng aS 
I ) Mateiy, aS 1S SO Many times - AC Kitcne soid provides a . — 
we find today that other additional selling display for the | Home Service Clinics 40 
utlets have been quick to recognize dealer. Owners are proud of their Another story on the L. A. Bureau of Power & Light—this time home 
Opp 1 aftorded by this new kitchens and always invite their cores 
irket that we of the electrical in- friends out to the kitchen to view the Strict Policy Best on Trade-Ins By Ernest C. Hastings 43 
lustry have created. This recogn beauty and completeness of finished Department store practice on a tough problem 
, | on m } nstallatior i i 
is resulted in an invasion in lation. Our Service Men Have Their Feet on the Table 47 a 
ir field by outside manufacturers (13) Revitalizes old customers A Lexington, Ky., dealer has the answer to home heating business 
1 ’ re import nt! the retail eet ‘org customers \ } "hace 
ee en ee ee (Forgotten customers who purchased Sell Roasters to Meat Dealers By John D. Mueller 36 
av _ thing over the h rent p grecegy! a lew years ago trans- Here's one meat dealer who tells his experience in making a roaster Me 
vay piones ¢ and formed into live prospects for addi- pay for itself in barbecuing cheap cuts ; 
g e market pecificall tional appliances and cabinets ° 
aaIRGL. = Specineany, tyr ence : poe a The Dollars and Cents of Home Service a 
that again the mail Perhaps there is small point to this e 
r 2 ‘ , , “- J 
ises and also the aggressive letter. After reading your article, Tips on Washer Week Windows 86 a 
lepart mt store chains have senced iowever, I just couldn’t refrain from Get ready for the window display contest in October! 
tance and, more in idding my voice to the opinion that New Merchandise By Anna A. Noone 52 
1 for package the kitchen business rightfully be- a ; 
for packaged the kitchen business rightfully be Statistical Barometer By Marguerite Cook 62 
re now merchandising yngs to the electrical industry in view 
packaged kitchens in a most formid- yf the fact that it is our industry that News 65 
ible a iwgressive manner, and _ pioneered and cultivated the fine ac- 
ume sales and. of eptance that the electric kitchen now 
greater tance, most satisfactory seems to enjoy! 
profit returt C. W. Tuereen, Mgr it < 
mt, e, “Selling Packaged Electric Sink—Cabinet Section READERSHY 
' L splend joo ot out General Electric Co 
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